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ABSTUACT 
In order to be effective, the advertising message must be related not only to the 
person's interests, wants, goals, and problems, it must also be expressed through the 
appropriate communication patterns; the appropriate appeal must be used. This 
study initiates the research on cross-cultural advertising in Australia and Hong Kong 
by comparing women's magazine advertisements in terms of general presentation 
style, information content, emotional appeal, and use of sex appeal. A content 
analysis was conducted on the top five women's magazines (based on circulation 
figures) from each places available from September 1，1998 to December 31，1998. A 
questionnaire was set to investigate consumers' reading and purchasing behaviors as 
well as their preferences and opinions on women's magazines' advertisements. The 
same set of questionnaire was distributed to potential women's magazines' readers in 
both places. The content analysis revealed that Hong Kong advertisements were 
found to contain more information cues and sexual contents. Advertisements from 
Australia made greater use of emotional appeal. Most of the products advertised in 
the Hong Kong samples were female oriented, while those advertised in Australia 
were more general and family oriented. The survey results showed that the Australia 
women found advertisements in women's magazines were less useful in assisting 
their purchase decisions. Hong Kong recorded a higher rate of advertisement recall. 
If appropriately use, sexual contents in advertisements were generally accepted by 
the females from both places. 
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Exploring consumer perception of print advertisements to clarify how their actual 
perceptions fall in line with what was originally intended by the advertiser and 
advertising agency, as well as evaluating the comparative effectiveness of different 
advertisements. A systematic study of readers' perception of print advertising will 
benefit the advertising industry and help advertising education practitioners to better 
understand how advertising works and how to produce advertisements that readers 
like. 
The impact of advertising is not limited to the message content about its products or 
services; it also communicates, directly and indirectly, norms, judgments, and values 
which may have no relationship with the products being advertised (Andren et al., 
1978). Pollay and Gallagher (1990) claim that advertising reinforces only the values, 
lifestyles, and philosophies which serve the sellers' interests. However, there is an 
increasing desire among marketers to utilize similar advertising campaigns throughout 
the world. Among the benefits of such a uniform approach, two of the most 
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frequently mentioned are savings in costs and the ability to create a unified image for a 
brand (Tansey, Hyman and Zinkhan 1990). Although most marketers recognize the 
benefits of standardized advertising, there are still formidable cultural barriers that 
often render its use in reality. Consequently, cross-cultural differences in advertising 
expression is a growing and important area of research, primarily because an 
understanding of these differences is needed in order to take on the creative challenge 
of communicating to people of diverse cultural backgrounds. (Biswas, Olsen and 
Carlet 1992). Even though people from different markets might share the same needs 
and wants, these needs and wants have to be addressed according to different 
communication patterns which will have a strong influence on the effectiveness of 
marketing communications (Kanso, 1992). Over the past decade, a number of studies 
have made valuable contributions to the understanding of the differences among 
cultures in terms of informational and emotional contents in advertisements as well as 
use of humor, comparative cues, and sex appeal (e.g., Firth and Wesson, 1991; Biswas, 
Olsen and Carlet Valerie, 1992; Lin and Salwen, 1995). 
This paper extends the research in cross-cultural advertising by investigating the 
differences found in print advertisements of women's magazines from Hong Kong and 
Australia. In women's culture, consumer magazines hold a preeminent position. 
They are powerful representations of women's lives. Because of their prominence in 
women's lives, the influence of these magazines in the shaping of women's psyches is 
significant (Gigi, 1996). To the authors' knowledge, only one study has analyzed print 
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advertisements in four East Asian countries (Neelankavil and Mummalaneni 1995)， 
including Hong Kong, and no one has ever examined the differences between 
advertising in Hong Kong and Australia. This study aims at investigating the 
advertising patterns of women's magazines in Hong Kong and Australia. Then, we try-
to examine if these patterns are matched with the consumers' expectations in each 
place. We specifically determine the differences between the presentation styles of 
advertisements in Hong Kong and Australian, and their consumers' buying behaviors, 
in terms of informativeness, the degree of emotional and sex appeals, along with the 
types of products/services advertised and the size of the ads. 
Johnstone, Kaynak, and Sparkman (1987) claim that the study of Informational 
content of advertisements has become an issue of considerable concern throughout the 
world because of the increase in international trade and promotion across diverse 
cultures. For this study, we defined informativeness as the extent to which 
advertisements focus on the consumers' practical, functional, or utilitarian need for 
the product (Belch and Belch 1990; Mueller 1991; Resnick and Stern 1977) so that they 
can make intelligent product choices. For this study, we measured informativeness by 
using the 14 cues classification system developed by Resnick and Stern (1977). 
Emotional appeals are widely used in advertising because of the positive effect they 
have on consumers' reactions to advertisements (Holbrook 1986; Shimp 1981). 
Emotion has been conceptualized in multiple ways in the literature. The two 
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typologies that have received wide usage in studying emotion In consumer research are 
the categorical and dimensional approaches. According to the categorical approach, all 
emotions stem from a relatively small number of basic categories that are qualitatively 
distinct (e.g., Plutchik 1980). The dimensional approach, on the other hand, posits 
that pleasure, arousal, and dominance are the three underlying dimensions of emotion 
(Mehrabian and Russell 1974). Some researchers have recently argued that emotional 
response is tri-modal, namely, descriptive, empathic, and experiential (Stout and 
Leckenby 1986; Stout and Leckenby 1988). For this study, we defined emotional 
appeal as the extent to which advertising tries to build affective or "subjective 
impressions of intangible aspects of a product" (Holbrook and O'Shaughnessy 1984)， 
and we measured emotional response by using a modified Mood Rating Scale 
developed by Plutchik (1980). 
Sex appeal in advertising can be executed in a number of ways; some examples include 
double entendre, sexual attractiveness, nudity, and suggestiveness (Belch et a. 1982; 
Bello, Pitts and Etzel 1983; Rothschild 1987). Since attitudes toward appropriate use 
of sex appeals differ among cultures, differences among countries can be expected in 
the portrayal of sex appeal. For this study, the use of sex appeal in an advertisement is 
considered as the extent to which the advertisement used nudity, scantily dressed 
models of either gender, and any form of sexual suggestiveness including the implicit 
or explicit benefit of gaining attractiveness in sexual or sensual ways through the use 




Quantitative analysis has long been use by researchers as an effective instrument to 
organize data and draw conclusion from them. Content analysis is a research 
technique for making replicable and valid inferences from data to their context 
(Krippendorff 1980). 
Media advertising is a tool for companies to communicate with their potential 
customers. Being a message in the communication process, an advertisement typically 
provides Information that may assist consumer to make intelligent purchase. 
However, others think that advertising is essentially persuading consumers to 
purchase. Its information content becomes secondary or even irrelevant to 
advertisers. 
Renik and Stern (1977) established a system that used fourteen criteria to evaluate the 
information content of 378 U.S. television commercials. To be considered as 
informative, a commercial needs to communicate at least one of the fourteen 
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infonnational cues. It was found that less than one-half (49.2%) of the commercials 
were informative. Advertisement for household, personal care, laundry and 
household products tended to be less informative, whereas institutional, toy, hobby, 
transportation advertisements had a higher proportion of informative advertisements 
than non-informative. 
In the same year, Marquez (1977) analyze the content of 600 magazine advertisements 
to determine whether they were informative or persuasive in nature. Marquez used 
the definitions of information and persuasion from dictionary together with his 
subjective determination to analyze these advertisements. He concluded that the 
majority of print advertisements were predominantly persuasive. 
In 1979, Laczniak criticized Marquez's approach was too subjective and he initiated to 
use the 14 cues information criteria developed by Renik and Stern to evaluate 380 
print advertisements in 4 consumer magazines. His study concluded that 92% of the 
tested samples contained at least one informational cue. There were 59% contained 2 
cues and 49% contained 3 cues. 
Two years later, Renik, Stern and Krugman (1981) used the same system to analyze 
the Information content of 1,500 advertisements from 100 consumer magazines. 
Apart from analyzing their information content in general, Renik, Stern and Krugman 
investigated the effect of magazine type, advertisement size, product category and 
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Government Regulation on the information contents of the samples. They found that 
86% of the sample advertisements contained information that can potentially assist 
consumers in making intelligent choices. Several types of magazine, such as science, 
automotive/Recreational, outdoor/sports, provided advertisements with information 
content much richer than the other types. While there were no significant 
relationship between advertisement size and Information content, the findings 
indicated that advertisements for more durable or expensive products such as 
furniture, home furnishing/appliances, toys and recreational/entertainment, and 
electronics, tends to provide more information. Besides, the government-required 
disclosure enhanced the information content of the advertisement under restrictions. 
Rice and Lu (1988) utilized Resnik and Stern (1977) classification system to analyze the 
information content of 472 advertisements that were gathered from 349 Chinese 
magazines available in China. Their study represented the first large-scale content 
analysis of Chinese magazine advertisements. They found that all the tested samples 
contained at least one informational cue. When the number of cues was raised to at 
least two, 77.7% qualified as informative. Only 3.8% of the advertisements had five or 
more informational cues. The average advertisement contained 2.26 cues, which are 
higher than the information level found in the Western comparable. Medicine and 
medical products had the most informative advertisements (2.71 cues per ad.) among 
all product categories. The authors concluded that the government policy and the 
8 
limited experience of most Chinese citizens with consumer purchases led to a high-
involvement decision making upon purchases. 
Hong, Muderrisoglu and Zinkhan (1987) performed a content analysis of Japanese and 
U.S. women's magazines to discover how advertising expression appears different in 
two dissimilar cultures. The study mainly focused on the application of emotional 
appeal, information content and comparatively advertising. The findings supported 
that Japanese advertisements were more emotionally oriented and used fewer 
comparative advertising than American advertisements. As a result of cultural 
differences, American advertisements use direct speech to highlight the merits of the 
product clearly, logically and reasonably by directly presenting information, facts and 
evidence related to product merits and purchase reasons, which were less emotional. 
However, Japanese advertisements mainly aimed at affecting consumers' perceptions 
on products and their brand images. Western cultures tend to believe that individual 
has control of, and is responsible for, his or her own life. Therefore, competition is 
encouraged and frontal attack is considered as a matter of course. Many American 
advertisements were produced so as to demonstrate how the sponsor's product differs 
from those of competitors. On the other hand, co-operation is a traditional virtue of 
the eastern cultures and face-to-face competition is less common. The study also 
found that American advertisements were not significantly had a higher information 
content than those of the Japanese ones did. 
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Advertising serves as a communication tools between producers and consumers. 
Consumers' preferences on informative and emotional advertising may strongly 
influence the creative in advertising. Chan (1996) conducted a systematic analysis of 
Chinese viewers' perception of television advertising using a sample of 60 Hong Kong 
commercials that were viewed by 160 respondents per commercial. Results indicated 
that there was a great difference in viewer reactions towards informative and 
emotional advertising. Consumers were more readily accepted the emotional 
advertising. The tested samples were most frequently described as appealing, 
interesting and original. On the other hand, informative commercials were most 
frequently accused of being dull, uninteresting and easy to forget. Besides, emotional 
advertising worked better in gaining 'likeability' of the commercial and building 
favorable brand or company image. Therefore, In addition to communicating 
information, advertising generates feelings associated with the brand. In order to 
improve advertising effectiveness, advertising agency creative personnel need to make 
informative commercials interesting and entertaining, and to make emotional 
commercial communicate a sense of personal relevance. 
Sciglimpagli, Belch and Cain used print advertisements that varies in degree of nudity 
and suggestiveness to study the impact of variations in nudity, suggestiveness, and 
model gender on male and female readers' perceptions. Evaluation of the 
advertisements generally improved as the levels of suggestiveness and nudity decreased. 
The sexually suggestive advertisements were perceived as being in poor taste by both 
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males and females but were particularly offensive to the women. Men and women 
varied to a greater extent in their evaluations of advertisements showing nudity. 
Women tended to evaluate female nudity negatively. On the other hand, men 
evaluated female nudity significantly better. 
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CHAPTER i n 
BACKGROUND 
In general, the cultural, political, geographical and social aspects in Hong Kong and 
Australia are quite different. These aspects are ultimately affecting the advertisers' 
promoting behaviors, and consumers' buying habits and their perceptions of 
numerous advertising approaches. However, there is one major factor that has shaped 
the culture of Hong Kong and Australia - history. There are certain similarities to the 
historical backgrounds of Hong Kong and Australia. 
About a hundred years ago, Hong Kong was a small fishing port In China. After the 
Opt ium War in 1842，Hong Kong Island was given to the United Kingdom according 
to the Treaty of Nanjing, the lives of Hong Kong people started to change since then. 
Although Hong Kong was returned to China in July 1997, after a long influence under 
the colonial power, Western cultural elements substantially entered and ‘infected，the 
Chinese society. Hong Kong is a focal point of Southeast Asian business development 
and is one of the world's most dynamic economies. The people of Hong Kong are 
culturally disposed toward business. It continues to be the center of Western business 
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interests in East Asia, and English is the official second language, making it highly 
accessible to Westerners. Therefore, the people of Hong Kong seized business as a 
way of life, gradually taking financial dominance, but not ultimate political power, 
from foreign and colonial capitalists. Australia is dominated by a so-called Australian 
culture, which is composed of a strong European culture and an Indigenous 
(aboriginal of Australia) culture. By 1829, the whole territory, now know as the 
Commonwealth of Australia, had been constituted a dependency of the United 
Kingdom. Since then, many British and people from other European countries started 
to immigrate to Australia. Since the first Gold Rush (1901), the preceding fifty years 
had been wholly colonial. Most Australians who then spoke of 'Home' spoke literally 
of the lands which had given them birth (Turnell, 1983). To many of the Australian 
native-born, however, England, in particular, continued to be Tiome' in speech and 
perhaps in sentiment although two or three generations had been born on Australian 
soil. Although Australia is independent of United Kingdom now, its official language 
is still English and many of its citizens are originated from England or Ireland, so 
called Anglo-Australian. However, Australians always claimed that they have a 
unique culture that is not the same as the Western style and they are always proud of 
it. There is another similarity between the Hong Kong and Australian societies, both 
of them are multicultural, comprised of people with different nationalities 
(APPENDIX I，EXHIBIT 1). 
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Before examining the presentation techniques of print advertisements in women's 
magazines, we should outline the actuality of women's profile and the environment of 
magazine markets, in particular women's magazines, in Australia and Hong Kong. To 
a certain degree, the level of independence can be reflected by the living style of a 
person. Presumably, women in Australia are comparatively more independent and less 
family-oriented than those in Hong Kong. Based on the statistical data (APPENDIX 
I，EXHIBIT 2), there are more women who live alone in Australia than in Hong 
Kong. The percentage of divorced women is also relatively higher in Australia 
(APPENDIX, EXHIBIT 3). Furthermore, some evidences show that it is less 
convenience for Australians to get reach of the products at the stores. The area of 
Australia is 7,113
1
 times larger and her population density is 15,294
2
 times smaller than 
those in Hong Kong are. At both national and international levels, education has 
been identified as a mean by which the status of women can be raised, as the education 
level that people attain may influence the occupation they work in and the economic 
status they achieve. Consequently, it also affected women's perceptions towards 
various approaches of advertising and their choices in purchasing products/services. 
As noted in EXHIBIT 4 of APPENDIX I, the education level of general public, 
1
 Surface areas of Australia and Hong Kong are 7,682,300 km
2
 (Source: 
Australian Year Book 1997) and 1,083 km
2
 (Source: Hong Kong Year 1997) 
respectively. 
2
 Population density of Australia and Hong Kong are 2.38 persons/km
2 
(Australian Year Book 1997) and 5,929 persons/km
2
 (Hong Kong Monthly Digest of 
Statistics February 1999) in 1996. 
14 
women and men, is almost the same in both places, but Hong Kong people seem to be 
a little higher. 
During the past half-century, there have been significant changes In the labor force. 
For example, women's participation has increased markedly, particularly those who 
are married and those with children. Contradicting to the education level, the 
percentage of women who are professionals in Hong Kong is much less than those in 
Australia, 4.3% and 14.4% respectively (APPENDIX I，EXHIBIT 5B). The major 
portion of the female workforce in Hong Kong is contributed to clerks (29.5%), while 
that in Australia is contributed to salespersons and personal service workers (29.6%) 
(APPENDIX I，EXHIBIT 5C). In average, the work hours of Hong Kong women are 
fewer than that of Australian women (APPENDIX, EXHIBIT 6)，so they are presume 
to have more time for reading. 
The competition in Hong Kong's magazine industry is much higher than that in 
Australia. On average, 135,436 persons share one magazine In Australia, but one 
magazine only serves 39,153 persons in Hong Kong
3
. The magazine market in Hong 
Kong is sophisticated; the mix of contents has been the building blocks for defining 
market segmentation. Many general-interest magazines, as well as the daily mass-
oriented newspapers, contain all kinds of information. In addition to the news, some 
3
 The number of magazines in Australia and Hong Kong are 135 and 164 
respectively. Source: Adweek Asia Directory 1998. 
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of them have specified sections for Entertainment, fictions, homemakers, women, and 
etc. Although the system is so complicated, women's magazines still comprised of 
20% of the 10 top Hong Kong magazines
4
. The general-interest category contributed 
30% and was being ranked as the top 3. On the other hand, among the top 50 
Australian magazines, top 5 were women's magazines and they comprised of 36%, 
while homemakers' and men's magazines with contributions of 18% and 8% 
respectively
5
. Women's magazines comprise a large segment of the consumer magazine 
market, especially in Australia, and have been shown to be enormously influential in 
the socialization of women (e.g., Ferguson 1983; Friedan 1963; McCracken 1993; 
McRobbie 1991; Winship 1987; Wolf 1991). Therefore, women's magazines exert a 
cultural leadership to shape consensus in which highly pleasurable codes work to 
naturalize social relation of power (McCracken 1993). In terms of this practice, 
women's magazines comprise part of a web of societal institutions that exercise a 
certain regulatory function in the governance of women's behaviors, in particular, 
their buying habits. 
In nowadays' modern world, both informative and emotional appeals are popular 
creative approaches adopted by advertisers to establish favorable advertising and brand 
attitudes. There has been an increased interest in consumers' affective reaction to 
4
 Source: Jan-Jun 94 ABC, SRH Index 1994 / Leo Burnett Media. 
5
 Source: Audit Bureau of Circulation for the year 1997. 
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advertisements in addition to the cognitive reactions (MacKenzie et al.} 1986; Peterson 
et al., 1986). Attitudes towards advertised brands or products are considered to consist 
of both affective and cognitive components, which are, respectively, emotional and 
utilitarian in nature (Skimp, 1981; Batra and Ray, 1986). Informative advertisements 
are used predominantly for the communication of relevant facts about the product or 
the brand. The targeted response often involves a logical, rational thinking process. 
On the other hand, emotional or image advertisements are used predominantly to 
establish a favorable feeling or emotion and associate it with the brand. There is a 
spectrum between pure 'emotional' and pure 'informative' advertising according to the 
relative importance of the thinking response as opposed to the affective response. 
While both cognitive and affective components influence purchase intentions, 
researchers consider affective components more important for products in low 
involvement categories (Batra and Ray, 1986; Zajonc, 1986). Recent research has 
started to measure affective and cognitive attitudes towards advertising separately (e.g. 
Celuch and Slama, 1995). In addition to the general presentation skills, it will be 
fruitful to compare readers' perception of these three advertising approaches in 
Chinese and Australian consumer societies. 
In the 2〇，s century, most women, in both Asian and Western societies, have become 
more perceptive to sex appeal. Love and sex are prominent and recurring themes in 
women's magazines: as McCracken (1993, 2) has noted, these magazines “reach a broad 
spectrum of women with messages that conflate desire and consumerism." Articles on 
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love and sex in women's magazines are generally prescriptive, normative or 
explanatory in tone (Ilouz 1991); they are intended, quite clearly, to guide readers in 
making decisions about their personal relationships. This tone is unremarkable in the 
tradition of women's magazines, which have sought to instruct women in appropriate 
conduct for living. Hence, the use of sex appeal has become more and more popular 
in advertising female products，in particular, Clothing & Accessories and Personal 
Care products. These advertisements are designed to provide impressive images of the 




Personal value systems begin to be formed early In life as individuals encounter the 
socializing mechanisms of their society. Inevitably, individuals' values are shaped by 
the social milieu in which they develop, and in this way the cultural values prevalent 
in the society strongly inform and become part of their personal value system. 
Indeed, values are closely linked with culture for many are its defining element and the 
primary basis for cultural differences (Hofstede 1980; Kluckhohn and Strodtbeck 1961; 
Schwartz 1992; Schwartz and Bilsky 1987，1990; Triandis 1982-3; Whitley and England 
1977). An individual's personal values are embedded in and partly derived from the 
collective values of the larger culture into which they are socialized. We would expect 
differences in the personal value systems of people from differing cultures. These 
differences in value systems would also reflect in advertising, which is a kind of 
communication within a community. 
As mentioned earlier, Australian inherited from Aborigines and British. Although 
these people had different origins, after hundreds of years of civilization, many 
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Australian today have a great sense of identification with their nation. They spoke a 
common language, English, and were essentially living according to British cultural 
traditions that were more casual and open (Gurry 1984). Similar to the other Western 
countries, Australia has a relatively small power distance culture (Hofstede 1980), and 
has values emphasizing individualism, equalitarianism, democracy, participation and 
inclusion (Westwood and Posner 1997). Australian have a strong sense of self-efficacy 
and the beliefs that they can affect their material condition and determine their own 
destinies through personal agency (Kluckhohn and Strodsbeck 1961). Contrast to the 
more common 'pragmatlst' orientation of people in other counties, Australian has a 
significant 'moralistic' and 'humanistic' orientation (England 1975, 1978). Given 
similar historical roots and cultural lineage, within the Anglo colonial tradition, it is 
assumed that the U.S. and Australia have a degree of cultural affinity. They are 
conceptualized as being Anglo and Western cultures with only subtle differences 
(Westwood and Posner 1997). 
Despite more than 150 years of colonial administration and intensive Western 
influences, Hong Kong remains, in many ways, fundamentally Chinese. More than 
90% of the population are Chinese, and traditional Chinese values still underpin much 
of the social fabric in society (Bond 1986). Hong Kong has a large power distance 
culture (Hofstede 1980), and it has traditionally been characterized by clear status 
hierarchies with legitimized, wide disparities in the distribution and exercise of power 
(Pye 1985; Redding 1990; Whitley 1992). There is a high sensitivity to social status in 
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Chinese culture. Hong Kong is reputedly a collectivist culture (Hofstede 1980), with 
'family' as the collectivity to which people orient themselves. Chinese culture is 
strongly relationship-centered with high regard placed on personalistic relationship 
issues and the maintenance of social harmony (Westwood and Posner 1997). 
Harmony is the key factor in traditional Chinese culture with roots in its central 
philosophical/religious doctrines. It is not only forceful in the people-environment 
relationship but, through Confucianism particularly, in mediating relationships 
between people (Westwood and Posner 1997). 
One important difference between the Australian and the Chinese is the type of 
context to which their culture belongs. According to Hall (1976), a high-context 
culture is one that the context of the message may be more important than the words 
themselves in communication. A message is interpreted based on both the content 
and the situation in which the message occurs. The latter may have strong influences 
on the meaning of a message. Thus, in high-context cultures where communication is 
shared, a recipient of a message often interprets it together with its related context, 
which reduce the needs for explicit verbal message. A low-context culture is one 
where messages are direct，and words contain most of the information to be sent. 
Messages must be explicitly stated, otherwise, the meanings will be lost (Hall 1976). 
Eastern culture is substantially influenced by Chinese philosopher Confucius and is 
positioned as high-context culture, wkich emphasizes interpersonal relationships, 
nonverbal expression, physical settings, and social circumstances (Stove 1974). O n the 
21 
other hand, Western culture is influenced by the Greek philosopher Aristotle, and is 
positioned as low-context culture with clearly articulated and spoken messages (Field 
1983). According to Martenson (1989)，one can rank cultures from high-context to 
low-context, starting with the Japanese, the Chinese, the Arab, the Greek, the English, 
the French, the North American, and ending with German culture as being most low-
context oriented. In this respect, Eastern cultures are geared toward the higher end of 
scale while the Western cultures are at the lower end. 
The level of context determines everything about the nature of the communication 
and is the foundation on which all subsequent behavior rests (Hall 1991). Eastern 
communication patterns are characterized as euphemistic and Indirect intercourse, 
with an emphasis on group feelings, vertical identification with authority figures, 
collaborative decision making, fatalism, and Intuitive problem solving (Frith and Frith 
1990). Western values are distinguished by getting to the point directly (direct 
intercourse), horizontal identification with class, hierarchical decision making, 
determinism, and logic problem solving (Frith and Frith, 1990). These different 
communication patterns can be further described (Yum, 1991): 
The East Asian communication patterns tend to have a process orientation; 
communication is perceived as a process of infinite interpretation. Different 
linguistic codes are used depending upon the persons involved and the 
communication situations. The use of indirect communications is prevalent 
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and accepted as normative. It is also receiver-centered and its meaning is in its 
interpretation. The emphasis is on listening, sensitivity, and removal of 
preconception. In contrast, the Western orientation to communication 
patterns is more outcome-oriented. Communication is perceived as the 
transference of messages. Less differentiated linguistic codes are used. Direct 
communication is the norm despite the extensive use of indirect 
communication. It is more sender-centered and meaning is in the messages 
crested by the sender. Emphasis is how to formulate the best messages, how to 
improve source credibility, and how to improve delivery skills. 
These different communication patterns are reflected through advertising appeals used 
in a given market. The appeal is something that makes the message attractive or 
interesting to the consumer and attempts to influence and motivate the consumer to 
act (Wells, Burnett & Moriaty, 1992). In order to be effective, the advertising message 
must be related not only to the person's interests, wants, goals, and problems, it must 
also be expressed through the appropriate communication patterns; the appropriate 
appeal must be used. Therefore, we offer the following hypotheses. 
H I : Print advertisements in Australian women's magazines are more 
informative than those in Hong Kong women magazines. 
H2: Print advertisements in Australian women's magazines are less 
emotional than those in Hong Kong women magazines. 
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Though not universally embraced, and held in disdain by many people, the use of 
overt sexual appeals in print advertising has increased considerably in contemporary 
advertising practice (LaTour 1990; Severn, Belch, and Belch 1990; Soley and Reid 1988; 
Tinkham and Reid 1988). Sole and Reid (1988) state that general changes in a society's 
sexual attitudes are often mirrored in print advertising. Cultural and social beliefs 
influence individuals' attitudes toward sex, which, in turn, affect their sexual behavior 
(Bhugra and de Silva 1993; Gregersen 1986; Unwin 1934). Chinese sexuality is based 
mainly on the Confucian and Taoist traditions (Chang, 1977; Ng and Lau, 1990; Ruan 
and Matsumura, 1991; Tsang, 1988; Wen, 1995). According to the Confucian sexual 
philosophy, which emphasizes procreation and social order, sex for pleasure and 
outside wedlock is prohibited for both genders. The Taoist tradition, on the other 
hand，focuses on the balance between Yin and Yang, personal health, and longevity. 
Male having too much sex masturbation and excessive sexual activities are viewed as 
causes for men's illnesses (Wen, 1995). There is evidence that these two traditions 
persist in contemporary Chinese societies and affect Chinese sexual behavior, despite 
the influence of Western ideas and practices (Tang 1997). 
With diverse cultural sexual beliefs and attitudes, individuals in different countries 
show variations in their sexual behavior. Among Hong Kong adolescents ages 14 to 
17 years, 6.1% of the males and 4.3% of the females experienced premarital sexual 
intercourse (Family Planning Association of Hong Kong, 1994), whereas the 
percentages are much higher in Australia (28.1%) (Welsberg et al. 1992) and 8.5% in 
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New Zealand (Lynskey and Fergusson 1993). Therefore, we presume Australians are 
more receptive to sex appeal used in advertising, and sex contents are less frequently 
appeared in the advertisements of Hong Kong than those of Australia are. 
H3: Print advertisements in Australian women magazines apply sex appeal 




The research is divided into two sections. In the first section，women's magazines' 
advertisements in Hong Kong and Australia are investigated in terms of content and 
expression by using content analysis. In the second section，a survey is conducted to 
investigate female consumers' behaviors and their preferences on print advertisements. 
Eleven product selected reflect the full-range of high, medium and low involvement 
products
6
. Samples were drawn from four mass circulation women's magazines in 
Australia and Hong Kong, two from each country. Results of the first part reflect the 
current conventional advertising approaches used by advertisers from both places. 
Findings of the second part record the preferences and opinions of women's magazine 
readers on the existing advertisements found in this magazine segment. Two sets of 
results will be compared and discussed in order to draw some insights for advertisers 
in both places. 
6
 Goods in low price and purchased frequently were categorized as low-
involvement, such as Household & drinks and miscellaneous. Those high in price and 
purchased infrequently were considered high-involvement products，such as Furniture 




The Resnik-Stern (1977) information classification system was utilized to evaluate the 
level of informativeness of the advertisements. The system sets out 14 informational 
cues, such as price and availability, that are considered informative and that allow 
consumers to make intelligent choices among alternatives after reading the 
advertisement. Many researchers for analyzing information contents employed this 
system and it represents a highly objective scheme for Information content evaluation 
(e.g.，Lin and Salwen 1995; Chan 1996). Due to the established baseline and tested 
reliability of this system in Chinese and other cultures, this classification scheme is 
used in our study. The 14 cues are listed in APPENDIX II. To be considered 
informative, an advertisement should contain at least 1 of the 14 Information cues. 
No information processing was done to the advertisements. All of them were taken at 
face value. Therefore, issues of credibility, soundness of evidence, or deceptiveness 
were not examined. 
Emotional Appeal 
A modified Mood Rating Scale developed by Plutchik (1980) was employed to 




 was modified to a seven-item scale by consolidation, deletion and 
addition of rating options in order to adapt to the women's magazines' advertisements. 
The raters analyzed each of the selected advertisements to determine its application of 
emotional appeal. The seven items include happy/pleasant/delicious, sexy, 
sensational/ mysterious, sad, interested/surprised, irritated/disgusted/excited and 
others. The definition and the precise classification of each item are stated in 
APPENDIX III. 
Sex Appeal 
In our study, sex appeal is defined as the extent to which the advertisement used 
nudity, scantily dressed models of either gender, and any form of sexual suggestiveness 
including the implicit or explicit benefit of gaining attractiveness in sexual or sensual 
ways through the use of the item advertised (Biswas, Olsen and Carlet, 1995). The 
raters evaluated each advertisement and identified if sex appeal was used. To be 
classified as sexy, an advertisement should be sexually attractive, stimulating, or 
aroused the feeling by all means, including text, posture and/or dressing. If so, raters 
are required to determine whether the sex appeal was depicted verbally or pictorially, 
whether sex appeal was depicted through, posture or dressing and whether the 
application of sex appeal was relevant to the product or service being advertised. 
7
 The eight items include happy, fearful, pleasant, angry, interested, disgusted, 
sad and surprised. 
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Selection of Magazines 
Two titles of women's magazines from each place were selected for the purpose of this 
study. To make our study representative, selection was based firstly on circulation 
figures so that the selected magazines are within the top 5 best sellers in women's 
magazine category of each place. The top 5 best sellers from both places are listed in 
EXHIBIT 1. Secondly, the two titles selected in each place should have similar reader 
profiles, so that their advertisements are comparable with each other. Thirdly, 
majority of advertisements in the two selected titles must be locally produced to 
reflect the advertising styles and culture of their respected country. 
EXHIBIT 1 
TOP 5 WOMEN'S MAGAZINES (BY CIRCULATIONS) 
IN AUSTRALIA AND H O N G KONG 
Australia HongKon^ 
Women's Magazine Circulations8 Women's Magazine I Circulations13 
Australian Women's Weekly 889,612 Sisters'Piaorial 67,502 
Woman's Day 754,061 ~ Lisa - Life is about Taste一 58,000 
New Idea 5 0 8 , 5 8 5 ~ Cosmopolitan (HKEd.) 48,479 
Australian Family Circle 256,232 ElleHon^Kon^ 48,000 
Who Weekly 227,597 \ Marie Claire Ed.) 35:000 
a
 Source of AU circulation: Audit Bureau of Circulation for the period 1/1/97 
to 10/6/97. 
b
 Sources of HK circulation: Adweek Asia Directory 1998 and Media October 
31,1998. 
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The profiles of the top 5 best selling women's magazines are listed in APPENDIX IV. 
The magazines were selected for the fourth quarter of 1998, i.e. the time period from 
October 1998 through December 1998. Based on the above stated criteria, Sisters' 
Pictorial (522 ads.) and Lisa - Life is about Taste (118 ads) were selected as t h e H o n g 
K o n g samples, and f o r Aust ra l ia , Australian Women's Weekly (359 ads.) and Australian 
Family Circle (226 ads.) were chosen for detailed content analysis. In order to provide 
some generalized results in this magazine segment, the magazine profiles and 
advertisements' category of the other 3 titles within the top 5 best sellers of each place 
also examined. 
Selection of Advertisements 
A total of 640 and 585 advertisements were collected in Hong Kong and Australia 
respectively for detailed content analysis. All pages in the collected magazine that 
contained advertisements were numbered, including inside and outside covers and 
advertisement inserts. Only advertisements that were one-quarter page or larger were 
chosen and included in our samples. 
Evaluation of Advertisements 
The authors are responsible for the evaluation. Both raters evaluated each sample 
advertisement from the selected 4 titles according to the criteria shown on the 
evaluation form in APPENDIX VI. The form was set to evaluate the samples based 
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on their general presentation style, infonnativeness, emotional appeal and sex content. 
A pilot test on 20 advertisements was conducted to check the clarity and 
appropriateness of the rating criteria. Since two raters may have different perceptions 
on the same advert is ement, raters found difficulties in reaching a consensus on the 
evaluation results at the beginning. Whenever discrepancy arose, the advertisement 
was examined in depth by both raters to determine the cause of discrepancy until 
consensus had reached. Inter-rater reliability was tested on the 1,225 advertisements 
used In the content analysis, and was found to be greater than 93%: This exceeds the 
minimum reliability level of 85% specified by Kassarjian (1977). Among the 4 titles of 
content analyzed magazines, Sisters'Piaorial publishes bi-weekly while the others are 
monthly magazines. To avoid the dominating effect by the higher frequency of Sisters' 
Pictorial's advertisements during statistical analysis, its total frequencies of each rating 
criterion were halved; their means and standard deviations remained the same and are 
comparable with others. Collected data was evaluated both quantitatively by using 
statistical analyzing tools (SPSS and MS Excel) and qualitatively. 
Survey 
A questionnaire was set to investigate consumers' reading and purchasing behaviors as 
well as their preferences and opinions on women's magazines' advertisements. It 
consists of five parts. The first part is set to investigate the reading habit of 
respondents. In the second part, readers' preferences on the information contents of 
women's magazine advertisements will be asked. The third part required respondents 
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to recall an advertisement that attracted them in the previous three months and 
indicate their feeling(s) of the recalled advertisement. The fourth part consists of three 
open-ended questions concerning sex appeal in advertisements. The final part asks 
about the demographics of respondents. Two similar sets of questionnaire, just with 
differences in magazine titles and basic personal profiles, were distributed to potential 
women's magazines' readers in both places. Sample questionnaires from both places 
are shown in APPENDIX VII. Two hundred questionnaires were distributed in each 
place. In Hong Kong, 65 sets were returned while 73 sets were collected in Australia. 
Response rates were 32.5% and 36.5% respectively. Collected data was evaluated using 
statistical methods. Similar to the evaluation of print advertisements, data was 





A total of 1,225 print advertisements of women's magazines and 138 questionnaires 
from Australia and Hong Kong were coded. First, this section briefly describes the 
general information of the selected magazines and analyzed print advertisements. 
Then, it shows the detail results of the content analysis in respect to the informational 
contents, and emotional and sex appeals. The survey results will also be summarized 
and compared with, the content analysis outcomes. 
Content Analysis 
General Magazine Profile 
In Hong Kong, most women's magazines target females aged 18-35. Their prices range 
from HK$12 to HK$40. In Australia, women's magazines target female at all ages. 
Their prices range from AUD$2.80 to AUD$3.90. Majority of them sold with 
premium / give-away attached in both places. Celebrities are shown more often in the 
front covers of Hong Kong's women's magazines than in Australia's. 
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General Presentation of Advertisements 
The following sections present the characteristics and presentation styles of the 
content analyzed advertisements for both Hong Kong and Australia. Details are 
summarized in APPENDIX VIII. The percentages show the weighed averages of the 
two sets of advertisements for each place. 
Proportion of Advertising Product Category in Women's Magazines 
EXHIBIT 2 
PROPORTION OF ADVERTISING PRODUCT CATEGORY IN 
TOP 5 WOMEN'S MAGAZINES 
(AUSTRALIA vs. H O N G KONG) 
Product Category Australia a Hon^Kon^ 
Household & Drink 26.40% 4.80% 
Personal Care ~ 18.80% 48.00% — 
Toys, Recreational & Entertainment 14.80% 2.10% 
Household, lawn garden 7.90% 1^90% 
Clothing & Accessories 7.20% 25.20% 
Miscellaneous 4.30% 2.60% 
Telecommunication 4.30% q.00% 
Furniture, Home Furnishing/Appliances — 3.70% 2.40% 
Health Care Edibles 3 . 5 0 % 5.500/。 
Car/Car products 3.50% — 0.50% 
Electronics 1.70% 4.40% — 
Alcohol &: Tobacco 1.40% q.30% 
Transportation/Travel Services 1.40% q.00% 
Financial Service 0.70% 0.90% 
Education 0 . 4 0 % 1 5 0 % 
8 I I
 &
 t h e
 average of Australia Women's Weekly, Australian Family Circle, 
Woman's Day, New Idea and Who Weekly. N = 1,938. 
‘ k i s t h e a v e r a g e of Sisters' Pictorial，Lisa - Life is about Taste, Cosmopolitan, 
Elle and Marie Claire. N = 1,398. 
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Among our sample titles, Australia's women's magazines had a higher proportion of 
advertising pages than Hong Kong's women's magazines (37.1% vs. 30.3%). EXHIBIT 
2 summarizes the frequency of the product category appeared in the top 5 best sellers 
in both places. Advertisements of Pet Household/Care, Childcare, Career, Postal 
Services, and Stationery were absented in the Hong Kong samples. APPENDIX V 
shows the characteristics of all the collected magazines on a per issue basis. 
Color & Size 
EXHIBIT 3 
COLOR AND SIZE OF ADVERTISEMENTS 
IN SELECTED WOMEN'S MAGAZINES 
(AUSTRALIA vs. H O N G KONG) 
Australia a Hong Kong b 
Color type: “ 
2
 colors 0.4% ~ 8.7% 
Mainly 2 colors 0.6% ~ ~ 0.6% 
4
 colors 99.0% — 90.6% 
100.0% 一 100.0% 
Size: — 
1/4 page 1.0% — - 一 
1 / 3
 11.6% 3.4% 
1 / 2
 Page 6.6% — 4.9% 





 56.0% — 82.4% 
Spread (2 pages) 18.1% — 7.5% 
Spread (> 2 pages) 2.4% “ 0.9% 
Every other page 2.1% “ p.8% — 
I n s e r
t 2.1% -
N 5 8 :
 ! t
 ^
 a v e r a g e o f  A u — Women Weekly a nd Australia Family Circle. 
b l t i s t h e
 average of Sisters’Pictorial a nd Lisa-Life is about Taste. N = 6 4 0 
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EXHIBIT 3 shows the color and size characteristics of the content analyzed samples. 
Majorities of the analyzed samples had multiple colors. Most Hong Kong samples 
were full page in size. In Australia, 56.0% were full page and 18.1% were 2-page 
spread. 
Image Model 
EXHIBIT 4 shows the number of image model(s) appeared in the samples. Both 
places have similar patterns in terms of number of models involved. 
EXHIBIT 4 
IMAGE MODEL(S) INFORMATION OF 
WOMEN'S MAGAZINE'S ADVERTISEMENTS 
(AUSTRALIA vs. H O N G KONG) 
Australia a Hong Kon哭 b 
Without model 49.5% 47.8% 
With model(s) 50.4% 52.0% 
No. of model(s) (out of the ads with model): 
56.0% 57.2% 
2 - 3 23.5% 26.2% 
4 ~ 5 10.8% 8.1% 
6 ~ 8 3.2% 1.8% 
8 or >1 ^2% ^6% 
a i s





 ^ t he average of Sisters'Piaorial and Lisa-Life is about Taste. N = 6 4 0 
There were a variety of model combinations appeared in the Australia samples, with 
solely female(s) as image model(s) being the most significant (41.7%). On the other 
hand, Hong Kong's samples had much fewer model combinations. None of the 
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advertisement employed teenagers, children, or animals as their sole visual image. 
Again, sole females (61.5%) were frequently involved in the Hong Kong samples. 
Nationalities of models were more diverse in Hong Kong. 
Contact Methods 
EXHIBIT 5 shows the contact method(s) provided by the advertisers in the samples. 
EXHIBIT 5 
CONTACT INFORMATION OF WOMEN'S MAGAZINE'S 
ADVERTISEMENTS 
(AUSTRALIA vs. H O N G KONG) 
Contact method Australiaa Hon^Kon^h 
Ads containing physical address(es) 8.7% 50.1% 
Ads containing no physical address 91.1% 49.9% 
Ads containing phone no(s). 28.1% ~ 80.5% 
Ads containing no phone no. 71.9% 19.5% 
Ads containing website address(es) 8.2% 4.9% 
Ads containing no website address 91.8% 95.1% 
Ads containing E-mail address (es) 1.0% 3.1% 
Ads containing no E-mail address 99.0% 96.9% 
No. of contact methods per “ 
Ads containing no contact method 64.0% 19.0% 
Ads containing 1 contact method 27.7% 28.2% 
Ads containing 2 contact methods 7.0% 48.9% 
Ads containing 3 contact methods 0.7% 3.1% 
Ads containing 4 contact methods 0.5% 0.9% 
‘
X t
 ^ t h e average of Australian Women Weekly and Australia Family Circle. 
N=585. z 
b l t i s t h e
 average of Sisters * Pictorial a nd Lisa-Life is about Taste. N = 6 4 0 
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Almost half (48.9%) of the Hong Kong samples provided 2 contact modes for readers. 
Only 19.0% communicated no information of contact. Half of them provided 
physical address (50.1%) and many indicated phone number(s) (80.5%). However, 
only 7.0% Australia sample showed 2 contact modes. Most of them (64.0%) provided 
no contact for readers. Web-site and email were not commonly found in the 
advertisements from both places. 
Information Content 
The first hypothesis stated that Australia's advertisements contain more information 
cues than Hong Kong's advertisements. EXHIBIT 6 shows that almost all the samples 
from both places had at least one information cue (HK: 100%; AU: 99.3%). The 
difference of informativeness becomes more conspicuous if the criterion is raised to 
two or three information cues (96.4% to 90.6%, and 82.2% to 70.6%, respectively). 
No advertisement was found to contain more than 8 cues. 
The difference in the number of information cues between Hong Kong and Australia 
samples was significant when they were tested using the Chi-Square Test (x
2
 = 25.16, 
df=8’ p<.01), and this result is confirmed by the mean scores reported in EXHIBIT 
6. Hong Kong's advertisements (mean score = 3.65) were found to contain more 
information cues than Australia's advertisements (mean score = 3.30) (F= 16.01, 
df= 1,964, p < .01), thus rejecting H I . 
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EXHIBIT 15 
INFORMATION C O N T E N T OF WOMEN'S MAGAZINE'S 
ADVERTISEMENTS 
(AUSTRALIA vs. H O N G KONG) 
Number of cues per ad. Australiaa Hong Kongb 
Ads containing no cues 0.7% 0.0% 
Ads containing at least 1 cue 99.3% 100.0% 
Ads containing at least 2 cues 90.6% 96.4% 
Ads containing at least 3 cues 70.6% 82.2% 
Ads containing at least 4 cues 42.0% 51.8% 
Ads containing at least 5 cues 18.7% 24.0% 
Ads containing at least 6 cues 6.8% 7.4% 
Ads containing at least 7 cues 1.5% 2.4% 
Ads containing at least 8 cues 0.1% 0.4% 
Average number of cues per ad 330 3.65 
X
2
= 2 5 . 1 6 ， d f = 8，p < .01 ; F= 16.01, df= 1,964, p < .01 
a
 It is t h e average of Australian Women Weekly and Australia Family Circle. 
N=585. 
b
 It is t h e average of Sisters，Pictorial and Lisa-Life is about Taste. N = 6 4 0 . 
EXHIBIT 7 shows the frequencies of sample with the stated number of information 
cues. EXHIBIT 8 and EXHIBIT 9 indicate the mean score of information cues by 
advertisement size and by product category. The frequencies of appearance of each of 
the 14 cues are shown in APPENDIX IX. 
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EXHIBIT 15 
INFORMATION CONTENT OF WOMEN'S MAGAZINE'S 
ADVERTISEMENTS 
(AUSTRALIA vs. H O N G KONG) 
Number of cues per ad. Australiaa Hong Kongb 
Ads containing no cues 0.7% 0.0% 
Ads containing 1 cue 8.7% 3.6% 
Ads containing 2 cues 20.0% 14.2% 
Ads containing 3 cues 28.6% 30.4% 
Ads containing 4 cues 23.3% 27.8% 
Ads containing 5 cues 11.9% 16.6% 
Ads containing 6 cues 5.3% 5.0% 
Ads containing 7 cues 1.4% 2.0% 
Ads containing 8 cues 0.1% 0.4% 
Ads containing 9 -14 cues 0% 0% 
Average number of cues per ad 3.30 3.65 
a
 I t is t h e average of Australian Women Weekly and Australia Family Circle. 
N=585. 
b
 It is t h e average of Sisters' Pictorial and Lisa-Life is about Taste. N = 6 4 0 . 
EXHIBIT 8 
COMPARISON OF INFORMATIVENESS OF WOMEN'S MAGAZINES' 
ADVERTISEMENTS BY SIZE 
(AUSTRALIA vs. H O N G KONG) 
Size of Advertisements Informativeness /Average No. of Cues “ 
Australia* Hong Kon^h 
Less than V2 Page 3.46 4.75 
to 1 Page 3.08 “ 3.21 
l p
a g e 3.21 一 3.61 
More than 1 Page 3 J 9 3.80 
a
 It is t h e mean score of Australian Women Weekly and Australia Family Circle. 
N=585. 
b
 It is t h e mean score of Sisters' Pictorial and Lisa-Life is about Taste. N = 3 8 0 
(Data reduction to dilute the increase frequency of Sisters' Pictorial's advertisements). 
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EXHIBIT 15 
COMPARISON OF INFORMATIVENESS OF WOMEN'S MAGAZINE'S 
ADVERTISEMENTS BY PRODUCT CATEGORY 
(AUSTRALIA vs. H O N G KONG) 
Product Category Informativeness / 
Average No. of Cues 
Australia* Hong Kon^b 
Car/car products 5.1 N / A 
Health Care Edibles 4.1 4.1 
Toys, Recreational and Entertainment ^ 6 3.5 
Furniture, Home Furnishing / Appliances ^ 5 4.0 
Household, Lawn / Garden 3.5 3.1 
Miscellaneous 3.4 3.2 
Clothing & Accessories 3.1 3.5 
Personal Care 3.1 3.5 
Household &： drink 3.0 3.9 
Transportation / Travel Services ZS N/A 
Telecommunication 2.8 N / A 
Financial Services 2.5 3.5 
Education 2.0 4 3 
Electronics 2.0 3.5 
Alcohol & Tobacco N / A 3.3 
N / A : no advertisement of the corresponding product category from samples. 
a
 I t is t h e to ta l of Australian Women Weekly a nd Australia Family Circle 
N - 5 8 5 . 
b
 ! t is t h e to ta l of Sisters' Pictorial and Lisa-Life is about Taste. N = 3 8 0 (Data 
reduction to dilute the increase frequency of Sisters' Pictorial、advertisements). 
If we assume the percentage of text reflects the informativeness of an advertisement, 
the higher the text level of an ad, the more information cues it should contain. 
EXHIBIT 10 shows that the Hong Kong samples had a higher percentage of text 
content. The correlation coefficients (R
2
) between the text levels and the mean scores 
of information cues for Hong Kong and Australia are .067 and .295 respectively. The 
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latter is significant at the .01 level. The mean scores of information cues by text levels 
are shown in EXHIBIT 11. 
EXHIBIT 10 
TEXT LEVEL OF ADVERTISEMENTS OF WOMEN'S MAGAZINES 
(AUSTRALIA vs. H O N G KONG) 
% of text in an ad. Australiaa Hong Kongb 
81^ 100 % ~ 3.3% 9.4% — 
61^-80% — 10.6% 13.5% — 
4T~60% “ 22.8% 25.2% 
2 1 ^ 4 0 % — 30.4% 29.2% ‘ 
0 - 2 0 % 32.6% 22.7% 
a
 It is t h e average of Australian Women Weekly and Australia Family Circle. 
N=585. 
b
 It is t h e average of Sisters 3Pictorial and Lisa-Life is about Taste. N = 6 4 0 . 
EXHIBIT 11 
CORRELATION BETWEEN MEAN SCORES OF INFORMATIVENESS TO 
THE CORRESPONDING TEXT LEVELS IN ADVERTISEMENTS 
(AUSTRALIA vs. H O N G KONG) 
% of text in an ad. Informativeness / Average No. of Cues 
Australia  a Hong Kong b 
"0%to 20% — 2.67 3.45 
"21% to 40% — 3.29 3.51 
7 1 % to 60% — 3.79 3.81 
61% to 80% 一 3.77 3.93 
~81% to 100% 3.67 3.48 
Australia: R
2
 = 0.295; Hong Kong: R
2
 = 0.067; Confidence level = 0.01 
8
 It is t h e mean score of Australian Women Weekly and Australia Family Circle. 
N=585. 
b
 I t is t h e mean score of Sisters' Pictorial and Lisa-Life is about Taste. N = 3 8 0 
(Data reduction to dilute the increased frequency of Sisters' Pictorial's advertisements). 
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Emotional Appeal 
According to the second hypothesis, the emotional content of Hong Kong 
advertisements was expected to be higher than that for the Australia advertisements. 
As the results shown in EXHIBIT 12, Australia's advertisements did convey more 
emotions (71.6%) than Hong Kong's advertisements. The difference in emotional 
content between advertisements in Hong Kong and Australia was significant 
(X
2
 = 66.45, d f= l , p<.01), thus rejectingH2. 
EXHIBIT 12 
EMOTIONAL CONTENT OF WOMEN'S MAGAZINE'S ADVERTISEMENTS 
(AUSTRALIA vs. H O N G KONG) 
Australia a Hong Kong b 
Without Emotional Appeal 28.4% 54.6% 
With Emotional Appeal 71.6% 45.5% 
Happy / Pleasant / Delicious 40.4% 24.0% 
Sexy 3.0% “ 7.5% 
Sensational / Mysterious 14.5% 9.3% 
Sad 0.8% 0.8% 
Interested 14.9% 3.8% 
Excited / Disgusted / Irritated 2.0% 3.8% 
Others: Healthy, Confused 0.3% 0.7% 
With Emotional Appeal: %
2
 =66.45, df = 1, p < 0.01 
a
 It is t h e mean score of Australian Women Weekly and Australia Family Circle. 
N - 5 8 5 . 
b
 It is t h e m e a n score of Sister^ Pictorial and Lisa-Life is about Taste. N - 3 8 0 
(Data reduction to dilute the increased frequency of Sisters'Piaoriah advertisements). 
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EXHIBIT 12 further breaks down different kinds of emotion expressed by the 
advertisements. Happy/Pleasant/Delicious is the most frequently used emotional 
type in both places' ads (HK: 24.0%; AU: 40.4%), followed by Sensational/Mysterious 
(9.3%) and Sexy (7.5%) in Hong Kong, while Interested (14.91%) and 
Sensational/Mysterious (14.52%) occupied the second and third places in Australia. 
EXHIBIT 13 
LEVEL OF EMOTIONAL APPEAL OF WOMEN'S MAGAZINES' 
ADVERTISEMENTS BY PRODUCT CATEGORY 
(AUSTRALIA vs. H O N G KONG) 
Product Category Australiaa Hong Kong ~ 
Furniture, Home Furnishin^/Appli ances 41.2% 42.9% 
Toys, Recreational & Entertainment 65.5% 25.0% 
Electronics 100.0% 29.5% 
Clothing & Accessories 82.1% 16.7% 
Car/Car products 57.1% N / A 
Financial Service 50.0% 100.0% 
Transportation/travel services 60.0% N / A 
Household & Drink 81.2% 52.4% 一 
Alcohol & Tobacco N / A — 100.0% 
Health Care Edibles 54.2% 45.5% 
Household, Lawn Garden 50.9% 42.9% 
Personal Care 85.1% 49.7% — 
Telecommunication 86.7% N / A 
Education 100.0% 33.3% — 
"Others: 51.9% 56.3% 
N /A : No advertisement was found under that product category. 
a
 It is t h e average of Australian Women Weekly and Australia Family Circle. 
N=585. 
b
 It is t h e average of Sisters，Pictorial and Lisa-Life is about Taste. N = 6 4 0 . 
Please refer to APPENDIX X for detail breakdown by different mood 
categories. 
44 
EXHIBIT 13 compares the emotional contents of advertisements between two places 
by product category. Australia samples had kigher emotional content reported in 
most of the product types. Absolute emotional contents were found in Electronics 
and Education categories in Australia samples and, Transportation/Travel Services and 
Alcohol & Tobacco categories in the Hong Kong samples. 
Use of Sex Appeal 
Hypotheses 3 proposed that the Australia's advertisements apply sex appeal more 
frequently than the Hong Kong's advertisements. As the results shown in EXHIBIT 
14A, 7.5% of the Hong Kong's sample advertisements used sexual appeal compared to 
only 3.0% of Australia's. The difference in sexual content between the Hong Kong's 
and the Australia's advertisements was significant (x
2
 = 14.30, df= 1, p<.01) , thus 
rejecting H3. EXHIBIT 14B indicates that majorities of the applications of sex appeal 
were relevant to the advertising products in the Hong Kong samples. However, more 
than half of the Australia samples applied sex appeal irrelevant to the advertising 
products. In both places, almost all of the sexual contents were depicted visually. 
Many of them were presented through the dressing of models. However, only 0.8% 
of the Hong Kong samples depicted sexy solely through models，postures while 10.0% 
was reported in the Australia samples. The difference In nudity found in the Hong 
Kong samples (4.5%) and those of Australia (2.0%) was significant (% 2 = 9.3S, d f= l , 
P<-01) (EXHIBIT 15). Furthennore, 57.5% of the sexy samples in Australia reported 
nudity as well. The percentage is lower for Hong Kong samples (36.7%). On the 
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other hand, there were more advertisements with pure sexy contents (without nudity) 
in the Hong Kong samples (63.3% vs. 42.5%). Higher percentage of pure nudity (not 
sexy) was found in the Australia samples (68.8% vs. 19.8%) among all ads with nudity. 
EXHIBIT 14A 
SEX APPEAL OF WOMEN'S MAGAZINES' ADVERTISEMENTS 
(AUSTRALIA vs. H O N G KONG) 
Australia  a Hong Kong b 
Without Sex Appeal (out of all analyzed ads.) 97.0% 92.5% 
With Sex Appeal (out of all analyzed ads.) 3.0% 7.5% 
With Sexy Appeal: X
3
 = 14.30, df = 1, p < 0.01 
a
 It is t h e average of Australian Women Weekly and Australia Family Circle. 
N = 585. 
b
 It is t h e average of Sisters’Pictorial and Lisa-Life is about Taste. N = 640. 
EXHIBIT 14B 
SEX APPEAL CONTENT OF WOMEN'S MAGAZINES' ADVERTISEMENTS 
(AUSTRALIA vs. H O N G KONG) 
Sex Appeal depicted (out of ads with sex appeal): Australia a Hong Kongb 
Relevant to sponsored product(s) 42.5% 81.0% 
Irrelevant to sponsored product(s) 57.5% 19.0% 
Verbally 0.0% 0.8% 
Visually, including: 100.0% 99.2% 
Posture (out of visually sexy ads.) 10% 0.8% 
Dressing (out of visually sexy ads.) 77.5% 86.6% 
Posture and Dressing (out of visually sexy ads.) 12.5% 13.1% 
a
 It is t h e average of Australian Women Weekly and Australia Family Circle. 
N - 5 8 5 . 
b
 I t is t h e average of Sisters' Pictorial and Lisa-Life is about Taste. N = 6 4 0 . 
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EXHIBIT 15 
NUDE CONTENT OF WOMEN'S MAGAZINES' ADVERTISEMENTS 
(AUSTRALIA vs. H O N G KONG) 
Australia  a Hong Kong  b 
Nudity (out of all analyzed ads.): 
Without Nude 98.0% 95.5% 
With Nude Z0% 4.5% 
Sexy + Nudity: 
Sexy AND Nude (out of all sexy ads) 57.5% 36.7% 
Pure Sexy (out of all sexy ads.) 42.5% 63.3% 
Nude A N D Sexy (out of all ads. with nudity) 31.2% 80.2% 
Pure Nude (out of all ads, with nudity) 68.8% 19.8% 
With Nude: %
2
 = 9.38’ df = 1, p < 0.01 
a
 It is t h e average of Australian Women Weekly and Australia Family Circle. 
N = 585. 
b
 It is t h e average of Sisters' Pictorial and Lisa-Life is about Taste. N = 640. 
Survey 
Reading Habit 
From the survey, we found that most Australian women like to read locally published 
magazines. The top 2 magazines rated are Woman's Day and Australian Women's 
Weekly. On the other hand, Hong Kong women prefer to read the modified Chinese 
editions of the foreign magazines. Cosmopolitan, Marie Claire and Elle, all originated 
from U.S., are being ranked as the three most favorite women's magazines in Hong 
Kong (EXHIBIT 16). 
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EXHIBIT 15 
TOP FIVE MOST FAVORITE WOMEN'S MAGAZINES RATED BY READERS 
(AUSTRALIA vs. H O N G KONG) 
Australia Hong Kong 
Woman's Day 21 % Cosmopolitan (Chinese Ed.) 31% 
Australian Women's Weekly 16% Marie Claire (ChineseEcL) 15% 
New Idea 8% Elle (Chinese Ed.) 14% 
Who's Weekly 8% Sisters，Pictorial 3% 
Australian Family Circle 4% Lisa's World 2% 
None 7% None 15% 
Others 36% Others 20% 
The total number respondents of respondents: N A U = 73 (Australia); N H K = 6 5 
(Hong Kong). 
As shown in EXHIBIT 17，reading is one of the important activities of Australian 
women. Figures show that 43% of them read more than once a day and the 
percentage dropped dramatically when the frequency is reduced to once a day or less. 
Oppositely, Hong Kong women spend much less time on reading, 37% of them do 
not always spend time on reading while 28% claimed that they read only once a day. 
EXHIBIT 17 
FREQUENCY OF READING (ALL TYPES OF PRINTED MATTERS) 
(AUSTRALIA vs. H O N G KONG) 
Australia Hong Kong 
More than once a day 43% 17% 
Once a day 15% 28% 
Twice a week 18% 8% 
Once a week 8% 9% 
Not always 16% “ 37% 
NAU = 73; NHK=65 
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Also, refer to EXHIBIT 18，the usual time-span of reading each time, for both 
Australian and Hong Kong women, is between 15 minutes to 1 hour. However, in 
general, Australian women spend less time in reading women's magazine in 
comparison with all other printed matters (EXHIBIT 19). 
EXHIBIT 18 
TIME-SPAN OF READING (EACH TIME) 
(AUSTRALIA vs. H O N G KONG) 
Australia Hong Kong 
15 minutes 23% 19% 
30 minutes 40% 49% 
1 hour 23% 22% 
2 hours 3% 8% 
3 hours 10% 2% 
More than 3 hours 1% 0% 
NAU = 73; NHK = 65 
EXHIBIT 19 
PROPORTION OF TIME-SPAN FOR READING WOMEN'S MAGAZINE 
(OUT OF TOTAL READING TIME) 
(AUSTRALIA vs. H O N G KONG) 
Australia Hong Kon哭 
Less than one tenth 21% 12% 
One tenth 42% 45% 
One fourth 16% 14% 
One third ‘ 3% n % 
One half 11% — 6% 
Two third 7% Q% 
Other: One sixth 0% 2% 
NAU = 73; N H K = 6 5 
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Advertising Effectiveness 
The effectiveness of a print advertisement is reflected by the general response of the 
readers. The results of our survey showed that Australian women, in comparison 
with women in Hong Kong, perceived that print advertisements were less effective 
(EXHIBIT 20). 
EXHIBIT 20 
USEFULNESS OF PRINT ADVERTISEMENTS OF WOMEN'S MAGAZINES 
(AUSTRALIA vs. H O N G KONG) 
Australia Hong Kong 
Always 1% 9% 
Sometimes 56% 68% 
Seldom 33% 17% 
"Never 10% 5% 
NAU = 73; NHK=65 
Information Content 
From the data shown in EXHIBIT 21, we found that women in both Australia and 
Hong Kong have the consensus that information provided by print advertisements 
was quite important to their products selections, with an average mean score of 
approximately 3.00. However, there are significant differences across certain product 
categories between the two places. In general, Hong Kong women have rated that 
information is more important for Personal Care, Clothing, Household, 
Entertainment and Car products than Australian women. On the other side, 
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Australian women perceived Furniture, Electronics and Households required more 
information than Hong Kong women did. 
EXHIBIT 21 
LEVEL OF IMPORTANCE OF INFORMATIVENESS REQUIRED FOR 
VARIOUS PRODUCT CATEGORIES IN PRINT ADVERTISEMENTS 
(AUSTRALIA vs. H O N G KONG) 
Product Category Australia Hong Kong t^ ~p~ 
Personal Care Z33 Z18 0.824 终 0.412 
Clothing & Z49 123 1.284 冷 0.201 
Accessories 
Furniture, Home 2.86 3.17 -1.649 ^ 0.102 
Furnishing/ Appliances 
Household, Alcohol & 2.91 2.72 0.876 ^ 0.383 
Tobacco 
Miscellaneous 2.96 3.28 0.528 0.599 
Toys, Recreational & 198 166 1.730 於 0.086 
Entertainment 
Transportation/travel 3.00 3.03 -0.158 0.875 
services 
Electronics 3.06 12 -0.663 * 0.509 
Household, Lawn 3.30 148 -0.948 外 0.345 
Garden 
Financial Service 3.32 131 0.078 0.938 
Car/Car products 3.34 3.06 1.368 0.174 
T-Test Results with * indicates the different of mean score is significant under 
95% confident level. 




LEVEL OF IMPORTANCE OF 14 CRITERIA 
FOR MAKING PURCHASE DECISIONS 
(AUSTRALIA vs. H O N G KONG) 
14 CUES Australia Hong Kong t y r p 
Price-value 1.40 1.50 -1.292 * 0.199 
Q^d-ity 1.57 — 1.42 0.783 * 0.435 
Company research L94 Z02 0.455 0.650 
Performance — 2.00 1.61 一 -0.566 0.572 
Guarantees and warranties 2.05 1.97 -1.630 * 0.106 
S ^ t y 2.27 — 2.38 -0.429 0.669 ~ ~ 
Independent research 2.68 3.00 -0.782 * 0.435 
Availability — 2.78 — 3.25 “ -0.264 0.792 
Taste “ 2.94 一 2.44 0.427 0.670 
Nutrition ^00 2.31 一 -2.824 ^ 0.005 
Special offers X20 2.24 — -1.142 0.255 
Components or contents 3.37 2.53 0.676 * 0.501 
New Ideas 3.42 “ 3.28 1.707 ^ 0.090 
Packaging or shape 3.49 3.57 2.415 ^ 0.017 
T- Test Results with (S) indicates the different of mean score is significant 
under 95% confident level. 
Data are collected by a five-point scale: 1 = "Most Important"; 5 = "Least 
Important". 
We can also see from EXHIBIT 22 the level of importance of 14 informational criteria 
for readers to make purchase decisions. Likewise, Australian and Hong Kong women 
believed that Price-Value and Quality are the two most important criteria for their 
choices of brands. Nonetheless, Australian respondents, in comparison with Hong 
Kong respondents, have given higher level of importance to most of the informational 
criteria. Also, most ratings are significantly different between the two sets of 
respondents. For example, Price-Value, Guarantees & Warranties and Nutri t ion were 
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given higher ratings by Australia's respondents than Hong Kong's. On the other side, 
Hong Kong's respondents have given higher level of importance to Quality and 
Packaging or Shape than Australia's. 
Emotional Appeal 
Based on the statistical data, 33% and 42% of the respondents in Australia and Hong 
Kong respectively were being attracted by at least one print advertisement and could 
recall it within a period of three months. 
EXHIBIT 23A 
TYPES OF P R O D U C T BEING ADVERTISED IN WOMEN'S MAGAZINES 
THAT OFTEN ATTRACTED READERS ATTENTIONS 
(AUSTRALIA vs. H O N G KONG) 
Australia Hong Kong 
I A/仙=73 丨 N : 24 A — 1 NHK = 65 N = 2^ 
Clothing & ~ ~ 1 8 % 55% Personal Care 23% 56% 
Accessories 
Personal Care 6% 29% Clothing & 11% 26% 
Accessories 
Toys, Recreational 1% 4% Household, alcohol, 3% 7% 
and Entertainment and tobacco 
Electronics 1% 4% Car/car products 1.5% 4% 
Transportation/trav 1% 4% Miscellaneous 1.5% 4% 
el services 
Miscellaneous 1% 4% - - . 
a
 24 out total 73 respondents were being attracted by at least one advertisement 
and could recall it witkin a 3 months period (August 98 to October 98) in Australia. 
b
 27 out total 65 respondents were being attracted by at least one advertisement 





 OF WOMEN'S MAGAZINES' ADVERTISEMENTS 
UNDER VARIOUS PRODUCT CATEGORIES 
(AUSTRALIA vs. H O N G KONG) 
Australia Hong Kong 
Household & Drink 26.4% Personal Care 48.0% 
Personal Care 18.8% Clothing & Accessories 25.2% 
Toys, Recreational & 14.8% Health Care Edibles 5.5% 
Entertainment 
Household, lawn garden 7.9% Household & Drink 4.8% 
Clothing & Accessories 7.2% Electronics 4.4% 
Telecommunication 4.3% Miscellaneous, including: 2.6% 
Miscellaneous 4.3% Furniture, Home 2.4% 
Furnishing/ Appliances 
Furniture, Home 3.7% Toys, Recreational & 2.1% 
Furnishing/ Appliances Entertainment 
Car/Car products 3.5% Household, lawn garden 1.9% 
Health Care Edibles 3.5% Education 1.5% 
Electronics 1.7% Financial Service 0.9% 
Transportation/Travel Services 1.4% Car/Car products 0.5% 
Alcohol & Tobacco 1.4% Alcohol & Tobacco 0.3% 
Financial Service 0.7% Telecommunication 0.0% 
Education 0.4% Transportation/Travel Services 0.0% 
a
 Percentage out of the total number of advertisements from the top 5 
magazines: 1,398 ads. in Australia; 1,938 ads. in Hong Kong. 
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As noted in EXHIBIT 23A, the print advertisements of Clothing and Personal Care 
have attracted the readers most frequently in both Australia and Hong Kong, but 
having a reverse order in these two places. In Hong Kong, the survey results matched 
with the proportion of advertising product categories among the sample 
advertisements (EXHIBIT 23B). The higher the percentage of a category, the higher 
the chances its advertisements can attract readers. On the other side, the results were 
not so balanced. Advertisements under the category Clothing & Accessories 
(EXHIBIT 23 A) were attracting most Australian respondents. However, only 7.2% of 
the total number of sample advertisements were under this category (EXHIBIT 24B). 
This contradiction may imply that many advertisements that promote Clothing & 
Accessories are usually attractive in Australia. According to data in APPENDIX X, 
64% of Clothing & Accessories advertisements have applied Happy/Pleasant mood, 
which is the second most favorite emotional appeals of readers (EXHIBIT 24A). 
EXHIBIT 24A illustrates that the respondents, in general, favor positive moods, like 
Interesting, Happy/Pleasant or Humor. It also indicates that Hong Kong women are 
more sensitive to sex appeal and have more feelings than Australian women do. Do 
these results show that Hong Kong women are more emotional? Or, if the advertisers 
in Hong Kong are more likely to use emotional appeal? 
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EXHIBIT 23B 
THE USE OF MOODS IN PRINT ADVERTISEMENTS THAT OFTEN 
ATTRACTED READERS ATTENTION 
(AUSTRALIA vs. H O N G KONG) 
Australia Hon只Kong 
1 Nau = 73 N = 24' — NHk = 65 I A/ = 2 ^ 
Interesting 一 14% 一 42% Interesting 19% 44% 
Humor 7% “ 21% Happy / Pleasant 9% 22% 
Happy / Pleasant 4% ~ 1 3 % Sensational 5% 11% 
Sexy 3% “ 8% Romance 3% 7% 
Exciting 1% “ 4% Sexy 3% — 7% 
Exotic 1% 4% Exciting 2% 4% 
Surprise 一 1% — 4% Hungry / Thirsty 2% 4% 
Irritating 1% 4% Personal 2% 4% 
二 - Surprise 2% ~ 4 % 
- — - Warm 2% 4% 
- — - “Sate — 2 % 4% 
- - Special 2% (4%) 4% 
a
 24 out total 73 respondents were being attracted by at least one advertisement 
and could recall it within a 3 months period (August 98 to October 98) in Australia. 
b
 27 out total 65 respondents were being attracted by at least one advertisement 
and could recall it within a 3 months period (August 98 to October 98) in Hong Kong. 
Some variances were found when comparing these results with the current condition 
of the use of moods in print advertisement (EXHIBIT 24B). From the survey results, 
we found that women from both Australia and Hong Kong were usually being 
attracted by advertisements that are interesting or with humor (over 40% of 
respondents). However, there were not many (less than 15% of all samples) 
advertisements that had found, in our samples, to contain this mood. 
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EXHIBIT 23B 
THE USE OF MOODS IN PRINT ADVERTISEMENTS 
(AUSTRALIA vs. H O N G KONG) 
Australia Hong Kong 
Happy / Pleasant / Delicious 40.36% Happy / Pleasant / Delicious 24.0% 
Interesting 14.91% Sensational / Mysterious 9.3%_ 
Sensational / Mysterious 14.52% Sexy 7.5% 
Sexy 3.01% Interesting 3.8% 
Exciting / Disgusting / 1.95% Exciting / Disgusting / 3.8% 
Irritating Irritating 
Sad 0.84% Sad 0.8% 
"Others: Confused, Healthy 0.34% Others: Healthy, Confused 0.7% 
For detail mood rating by product categories, please refer to APPENDIX X. 
Perception Towards Sex Appeal 
Definition of Sex Appeal 
Recalling from the beginning of this report，we have defined sex appeal in an 
advertisement as "the extent to which the advertisement used nudity, scantily dressed 
models of either gender, and any form of sexual suggestiveness including the implicit 
or explicit benefit of gaining attractiveness in sexual or sensual ways through, the use 
of the item advertised." This definition comprises of four particular terms: attractive, 
nude,' sexy and stimulating. Most of the respondents could suggest one or two of 
these terms as the meaning of sex appeal. However, nobody could name all these 
terms to come up with the full meaning of sex appeal. As indicated in EXHIBIT 25， 
most of the respondents in both places have written down “sexy” and/or “ 
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stimulating” as the meaning of sex appeal. It seems that they also believe that sex 
appeal is not highly related to “nude”. However, Australian women may have a 
clearer perception of sex appeal. About 16.5% of them have Included “attractive，， 
and/or "aesthetic" as the component(s) inside sex appeal, but only 7.7% of Hong 
Kong's respondents have done so. In addition, 10.8% of Hong Kong women have no 
comment. This can be classified as high when comparing with the 2.74% among all 
Australian respondents. 
EXHIBIT 25 -
DEF IN I T I O N © OF SEX APPEAL BY THE RESPONDENTS. 
(AUSTRALIA vs. H O N G KONG) 
Australia Hong Kong 
None 36% “ None | 37% 
Attractive 10.96% Attractive 4.62% 
Sexy ~~16 . 44% Sexy 13.85% — 
Nude 6.85% ~ Nude 4.62% — 
Stimulating 15.07% "Stimulating： 23.08% 
Good looking 5.48% — Good looking 1-54% 
Sensational 4.11% Sensational 4.62% 
Aesthetic 5.48% "Aesthetic 3.08% ~ 
Visual appeal 5.48% Visual appeal 4.62% 
Healthy 2.74% ~ Natural 1.54% 一 
Crude 2.74% Woman body (attractive) 4.62% 
Classical 1.37% Human body (attractive) 4.62% 
Verbal appeal 1.37% Man body (muscular) 1.54% 
- Feminine 1.54% 
N o comment 2.74% N o comment 10.77% 
Detail information classified by age and country of origin is listed in 
APPENDIX XI. 
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Impression on Sex Appeal 
As noted in EXHIBIT 26，most respondents had positive attitudes towards sex appeal. 
However, many of them accepted with certain conditions. Usually, these conditions 
were related to the appropriateness, attractiveness and the level of sex appeal being 
used. However, Hong Kong females were more neutral to the use of sex appeal, 
while, unexpectedly, Australian women were more opposed to it. The data also 
shows that perceptions also alter with age (APPENDIX XI). In Australian, the 
younger the people, the more likely to be neutral with this contest. Women with age 
between 21 to 30 had more positive attitudes towards this. In Hong Kong, the 
supportiveness from teenagers was the highest among all age groups, but many of 
them also required it should be used in a subtle way. The middle age groups had more 
diversified answers, some of them were neutral and some opposed, but still relatively 
larger proportion of them accepted if sex appeal was used appropriately. Finally, as 
we expected, the oldest, no matter where they were from, were the group with, the 
highest opponents or no response. 
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EXHIBIT 23B 
RESPONDENTS' IMPRESSION(S) O N SEX APPEAL. 
(AUSTRALIA vs. H O N G KONG) 
Australia Hong Kong 
20.55% "None 23.08%_ 
"Positive 19.18% Tosi t ive 18.46% 
Negative ~ 17.81% Negative 12.31% 
Neutral 12.33% Neutral 20.00% 
Accept if appropriate 16.44% Accept if appropriate 10-77% 
Accept but confuse 1.37% Accept if subtle 3.08% 
Accept if subtle 8.22% Accept if attractive 6.15% 
Accept if attractive 4.11% Accept if women product 1.54% 
Accept if model not too young 1.37% Accept if not publicly published 1.54% 
Sex sells I 4.11% Personal 3.08% 
Detail information classified by age and country of origin is listed in 
APPENDIX XI. 
Comparison of Feelings 
The previous two sessions expressed the ideas on how people define sex appeal and 
their point of view towards this approach. There was no unique standard of the 
application of sex appeal for comparison. So, in our survey, we have attached an 
advertisement (APPENDIX VII) as a ground for their evaluation. Obviously, 
Australian women were less perceived to the use of nude as a tool of sex appeal in 
print advertisement. As indicated in EXHIBIT 27，there were 20.6% of them who felt 
that the use of nude model in a shampoo and conditioner advertisement was not 
appropriate, while the percentage in Hong Kong was only 12.3%. By the way, there 
were many respondents felt comfortable with the advertisements, but still Hong Kong 
(13.9%) had a higher percentage than Australia (11.0%) 
60 
EXHIBIT 23B 
FEELING(S) O N A SEX APPEAL PRINT ADVERTISEMENTS
9 
(AUSTRALIA vs. H O N G KONG) 
Australia Hong Kong 
None 20.55% “ None 26.15% 
"Sho^k 一 1.37% Shock “ 3.08% “ 
Attractive 9.59% Attractive 9.23% 
Healthy 1.37% "Healthy — 4.62% — 
Persuasive 1.37% Persuasive 3.08% 
Inappropriate I 20.55% Inappropriate 12.31% 
Unnecessary 5.48% Unnecessary 9.23% 
Sex appeal too strong 8.22% Sex appeal too strong 4.62% 
Natural 4.11% “ Natural 6.15% 
No feeling ~ 6.85% No feeling “ 9.23% 
Bad 9.59% Bad 3.08% 
"Comfortable 10.96% 一 Comfortable 13.85% 
Sexy “ 1.37% Sexy 1.54% 
Better if not fully naked 1.37% Attractive picture but not ad 1.54% 
Model too young 1.37% Fresh & clean 6.15% 
Confuse 2.74% “ Special 1.54% 
No comment 1.37% For women only 1.54% 
8
 The advertisement is shown in APPENDIX VII. 
Detail information classified by age and country of origin is listed in 
APPENDIX XI. 
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CHAPTER v n 
DISCUSSIONS AND IMPLICATIONS 
General 
Advertisers' Selection of Magazines 
Most advertisements in Hong Kong's women's magazines belong to a narrow range of 
product categories. Usually, the decisions for purchasing these products are made by-
women. In view of the fact shown in APPENDIX IX，advertisements in Hong 
Kong's women's magazines are dominated by Personal Care (48.0%), then Clothing & 
Accessories (25.2%) comes to the second. On the other side, the product types of 
advertisements In Australia's women's magazines are more diverse and less solely-
related to women. Household and drinks (26.4%), Personal Care (18.8%) and Toys, 
Recreational and Entertainment (14.8%) have taken up more than half of all 
advertisements. The rest is made up of more than 20 categories. These patterns can be 
explained by the differences in target readers among the overall magazine markets In 
Australia and Hong Kong. As mentioned, the Hong Kong magazine market is 
sophisticated. Most females in Hong Kong prefer to read general-interest magazines 
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since these magazines contain all sorts of information. Besides, even if they read 
women's magazines, most of them also interest in reading general-interest magazines. 
In addition, the target readers of most Hong Kong's women's magazine are women 
between 15 to 34 in age. Normally, women in this age group are more concentrated in 
their beauty and attractiveness, and interested in typical women products only. They 
are less required to handle housework and/or take care of the other family members. 
As a result, many advertisers of neutral products
8
 prefer to advertise in general interest 
magazines instead of women's magazines. In comparison to that in Hong Kong, the 
magazine market in Australia is simpler and the target readers are women in a wider 
age range. This may also be the reason why the cover models in Hong Kong's 
women's magazines are mainly women, especially celebrities. Meanwhile, those in 
Australia's are mixed with different gender, age and social status. 
Necessities of Contact Modes 
Many people may believe the information flow is less convenience in Australia since 
it's surface area is larger and has a smaller population density than Hong Kong is. 
However, our study shows that most advertisements in Australia's women's magazines 
contains no contact mode (64.0%), and 27.7% of them contain 1 contact mode , 
(APPENDIX VIII). In contrast, almost half of the advertisements in Hong Kong's 
8
 Neutral products are the products that do not have specified target customers, 
such as Household & drink. 
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women's magazines contain more than 2 contact modes. This is because most 
advertisements in Hong Kong's locally published magazines are advertised by small 
size companies. They are not marketing well-known brands. They also may not 
distribute their products through common distribution channels. Therefore, they 
have to show their addresses or contact numbers in order to let the readers know 
where to find the advertised products. Conversely, products that are advertised in 
Australia's locally published magazines are generally having famous brands, or they 
can be easily found in large department stores and/or supermarkets. So, contact 
modes are not always necessary. 
Information Content 
Level of Importance vs. Usage Frequency of 14 Informational Criteria 
As shown by the content analysis, the information level of advertisements in Australia 
is lower than that in Hong Kong. This result is paired with the survey's results 
(EXHIBIT 20). Many Australians feel that the print advertisements in Australia's 
women's magazines are seldom useful. Nonetheless, in comparison to readers in 
Australia, a higher percentage of Hong Kong's readers feel that the advertisements in 
Hong Kong's women's magazines are sometimes useful. This can be explained by the 
mismatches found when comparing the frequencies of informational criteria appearing 
in the advertisements (APPENDIX IX) and the level of importance of these criteria 
being ranked by readers (EXHIBIT 22). In Australia, the three most frequently 
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appeared criteria are packaging or shape, performance, and components or contents. 
In despite this fact, the readers rated that price-value as the most important criterion, 
and quality and company research attain next. 
EXHIBIT 28 
COMPARISON BETWEEN THE USAGE FREQUENCIES AND LEVEL OF 
IMPORTANCE RANKED BY READERS OF INFORMATIONAL CRITERIA 
Australia 
Level of Importance Usage Frequencies 
(Survey results)
a
 (Content analysis results)
b 
Price-value 1 6 
Quality 2 8 
Company research 3 11 
Guarantees and warranties 5 9 
"Safety 6 10 
Independent research 7 12 
Taste 9 14 — 
New Ideas 13 13 
Nutrition 10 7 
Special offers H 5 
Availability § 1 
Components or contents 12 3 
Performance 4 2 
Packaging or shape H 1 
a
 Level of importance of 14 informational criteria ranked by Australian women 
(1 = Most important criterion; 14 = Least important criterion). Please refer to 
EXHIBIT 22 for details. 
b
 Usage Frequencies of 14 informational criteria obtained from the sample 
advertisements (1 = Appeared most frequently; 14 = Appeared least frequently). 
Please refer to APPENDIX IX for details. 
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Hong Kong 
Level of Importance Usage Frequencies 
(Survey results)
a
 (Content analysis results” 
Quality I Z 
Price-value ? § 
Performance 5 -
Guarantees or warranties 4 10 
Company research 5 ? 
Taste § 3d 
Independent research H 
New Ideas 12 
Safety 10 11 
Nutrition 7 § 
Special offers 6 5 
Components or Contents 9 
Packaging or shape 2 
Availability I 
a
 Level of importance of 14 informational criteria ranked by Hong Kong 
women (1 = Most important criterion; 14 = Least Important criterion). Please refer 
to EXHIBIT 22 for details. 
b
 Usage Frequencies of 14 informational criteria obtained from the sample 
advertisements (1 = Appeared most frequently; 14 = Appeared least frequently). 
Please refer to APPENDIX IX for details. 
As shown in EXHIBIT 28, except performance, there are large differences between the 
use of the most commonly use criteria and readers' requirements in Australia. 
Although similar situations appear in Hong Kong, the discrepancies are smaller. In 
conclusion, there is no evidence shows that print advertising is an useless way of 
communication between the sellers and buyers, but the problem arises because many 
advertisers do not understand what the readers want. They have provided the wrong, 
or insufficient, information for consumers through advertisements. 
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Text Level vs. Information Level 
Besides, we presume that the text level is correlated with the information level 一 the 
higher the text levels, the higher the information level. This presumption 
significantly works in Australia but Insignificant in Hong Kong (EXHIBIT 11). Many 
advertisers in Hong Kong favor the use of gimmicks, information that is not directly 
related to the product，to attract customers. 
Usefulness vs. Attractiveness of Advertisements 
In addition, the percentage of people who could recall at least one attractive print 
advertisement within a period of three months is higher in Hong Kong than in 
Australia (42% vs. 33%). When readers are being attracted by an advertisement, they 
would normally spend more time on reading it and discover more from it. This 
outcome may also be another support to the finding that Hong Kong's readers feel 
that the advertisements are useful more often than Australia's readers do. 
Emotional Appeal 
As indicated by the survey result, Hong Kong women are more sensitive to 
advertisements that have applied emotional appeal than Australian women (EXHIBIT 
24A) are. This outcome matches with our argument for H2 that Hong Kong people 
are usually more emotional. However after testing the data obtained from rating the 
contents of the sample advertisements, we found that Australian women were more 
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emotional instead (EXHIBIT 12)，thus H2 is rejected. This contradiction can reflect 
that many advertisers in Australia favor the use of emotional appeals, but these may 
not be the most effective way in communicating with the female consumers in 
Australia. On the contrary, advertisers in Hong Kong may try to use more emotional 
appeal to attract female readers' attentions. Likewise, the survey also illustrated that a 
large number of women were being attracted by advertisements having interesting 
moods in both Australia and Hong Kong (EXHIBIT 24A). However, the facts 
resulted from the content analysis of the sample advertisements, interesting/humor is 
not the mood that has been used most frequently by advertisers (EXHIBIT 24B). 
Although readers also favor Happy/Pleasant moods, advertisers can try to apply more 
interesting/humor features in their advertisements. 
Sex Appeal 
Women's Perceptions of Sex Appeal In Print Advertisements 
Sex appeals were found being used more frequently in Hong Kong than In Australia 
advertisements. When we examined the advertisements in detail, we found that 
majorities of sex appeals found in the Hong Kong samples are relevant to the 
sponsored products (EXHIBIT 14). Most of the samples fell on Personal Care and 
Clothing & Accessories categories that were female oriented beauty products/services 
such as body treatments, facial services, skin care products/services, undergarments, 
etc. The descriptions or demonstrations of these products/services often required 
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different levels of sexy posture or dressing from the model(s). It showed that females 
in Hong Kong were conscious about their appearances, and how others perceived 
them. On the hand, among the Australia samples, over half of the sex appeals applied 
irrelevant to the sponsored products. The advertising categories were much more 
fragmented with comparatively higher percentages fall on Household & Drink, Toys, 
Recreational & Entertainment that are general, family oriented products. Advertisers 
applied sex appeal mainly from the aesthetic point of view. It is consistent with the 
survey findings that a higher proportion of respondents in Australia defined sex appeal 
as attractive and/or aesthetic. 
Appropriateness/Acceptance Level of the Use of Sex Appeal 
Most of the females from both places had positive feelings towards advertisements 
applied sex appeals if they were used appropriately (EXHIBIT 26). Thus, it is a 
possible emotional appeal in advertising creative. However, it seems that Australia 
advertisers are not clear about which are the appropriate uses of sex appeal for their 
readers. When sex appeals used are irrelevant to the advertising produces)，Australian 
women may arouse more negative feelings towards the advertisements than those of 
the Hong Kopg women may. Bearing in mind that, in addition to communicating 
information, advertising generates feelings associated with the brand (Chan, 1996). If 
advertisers use sex appeal inappropriately，readers may not only reluctant to their 
messages; they may also generate negative feelings towards the brands. 
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Acceptance Level of Sex Appeal vs. Age 
The acceptance of sexual content in advertisements is inversely proportional to 
readers' age in both places. The younger generations are more receptive to this 
presentation style, while the aged people are easier to have negative feelings towards it. 
Advertisers should be sensitive to the age distributions of sponsored products' 
potential consumers and those of women's magazines' target readers. 
Sex Appeal vs. Nudity-
Comparing with Hong Kong, Australia had a higher percentage of samples applied sex 
appeal with female nudity. Therefore, many Australia advertisers correlate sexy with 
nudity. However, we also found that among all the advertisements with nudity, the 
percentage of the Hong Kong samples with pure nudity
9
 is much less than those of 
Australia. Advertisers in Hong Kong are conservative in applying nudity in 
advertising creative. They avoid nude models to be too explicitly shown without 
relating to the overall tone and theme of advertisements. 
Similar to many cross-cultural adverting studies, the findings of this study suggest that 
standardized or directly translated advertisements produced in one place may not be 
compatible to use in other places, especially places with different cultures. The results 
9
 Pure Nudity is defined as visual with nude model(s) but does not arouses 
sexy feeling. 
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of our study provide insight into the differences that may exist in the women's 
magazines advertising In Hong Kong and Australia. 
Limitations 
There are some limitations in our study. Readers must be kept in mind when 
interpreting the results. First, the sample size of advertisements actually content 
analyzed was relatively small. Second, the issues of different magazines used In this 
study were selected at Quarter 4 of 1998. It is possible that some advertisements used 
for seasonal products were dominating our results. Third, the authors who are both 
Hong Kong Chinese conducted the content analysis. Clearly, advertising expression 
or content is perceived differently from person to person depending on viewer 
characteristics such as education, social status, sex, age or occupation. In this regard, 
the authors may not necessarily represent the general consumers in Hong Kong and 
Australia. Fourth, although the differences of advertising expression have been 
examined in this study to uncover cultural differences, some of the differences we 
found in our study may be attributable to factors other than culture. This includes 
the relative importance of women's magazine In Hong Kong and Australia, the 
magazines' targets, the market structures or distribution systems, etc. Finally, most of 
our survey respondents were females with high education level. To obtain a more 
generalize results, respondents •with different backgrounds are recommended. 
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The authors hope this initial content analysis can serve as a benchmark with which to 
compare future studies of advertising content between Hong Kong and Australia. 
Although Hong Kong is a relatively small city, she has a very high population density and 
a high standard of living among the industrialized cities in the world. It is worth to widen 
the research ground covered in this study. In order to arrive at more conclusive findings, 
many more advertisements from different magazines segments or even different media may 
be employed in the study. Future research can examine the roles of models in advertising 
expression, appeal methods and advertising in male gender oriented magazines. 
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APPENDIX I 
PROFILE OF WOMEN LIVING IN AUSTRALIA AND HONG KONG 
EXHIBIT 1A 
PERMANENT SETTLER ARRIVALS IN AUSTRALIA 
一 “~~ 1995 - 9 6 
Selected country of birth Females Males 
China 13.4% 8.9% 
New Zealand “ 1^6% 13.3% 
United Kingdom and IrelancT 10.8% 13.9% 
Former Yu^oslave Republics 7.3% 8.3% 
Viet Nam 4.3% 27% 
"Hong Kong 4.3% 4.6% 












United States American 0.50% 














 In 1996, the total population in Hong Kong is 6,217,556. 
b
 Figures refer to the first nationalities reported by respondents in the By-
census. Some persons claimed a second nationality, but data on second nationalities 
are not included in this table. 
Source: 1996 Population By-census - Main Report by Hong Kong 
Statistsical Dept. 
EXHIBIT 2 
PEOPLE LIVING ALONE (OF POPULATION) 
1996 
Gender Australia Hong Kong 
Women 11.8% 
"Men 9.7% 5.6% 
Source: Australian Women's Year Book 1997 and 
Hong Kong Monthly Digest of Statistics July 1998 
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EXHIBIT 3 
MARITAL STATUS OF WOMEN 
~ 1996 
Status Australia Hon哭 Kong 
" N ^ e r married 24.2% 28.9% 
Married 60.1% 59.3% 
Widowed 一 10.7% 9,6% 
"Divorced/Separated 5.0% 2.2% 
Source: Australian Women's Year Book 1997 and 
Hong Kong Monthly Digest of Statistics July 1998 
EXHIBIT 4 
PARTICIPATION IN EDUCATION 
" 1996 
Education Level Australia Hong Kong 
S e c o n d a r y e d u c a t i o n ( F i f t h Women" 79.6%
a
 80.4% 
Form/ Year 12) or below Men 69.4%
a
" 77.1% 
Higher education students' Women 20.4% 19.6% 
Men 30.6% 22.9% 
Source: Australian Women's Year Book 1997 and 
Hong Kong Monthly Digest of Statistics July 1998 
a
 Estimated data. 
b




COMPONENTS OF LABOR FORCE PARTICIPATION 
“ 1996 
T亭 of participation Australia Hong Kong 
Employed full-time Women 28.4% 
Men 49.6% 









Source: Australian Women's Year Book 1997 and 
Hong Kong Monthly Digest of Statistics July 1998 
a
 Proportion of population who are unemployed (not unemployment rate). 
EXHIBIT 5B 
PROPORTION OF EMPLOYED PEOPLE IN SELECTED INDUSTRIES 
— 1996 
Industry Australia Hong Kong 
Wholesale, retail, import/export Women 17-8% 27.3% 





Men 16.9% 19.3% 
Construction “ Women 2.2% 
Men 10.9% 12.3% 
Financing, insurance, property Women 9.7% 13.7% 
and 
Business services Men 9.6% 13.3% 
Community, social, health and Women 16.3% 32% 
Personal services Men 3.8% 16% 
Source: Australian Women's Year Book 1997 and 
Hong Kong Monthly Digest of Statistics July 1998 
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EXHIBIT 5A 
OCCUPATIONAL GROUP OF EMPLOYED WOMEN 
‘ 1996 
Occupational ^roup Australia Hong Kong 
Managers and administrators 6.0% 7.1% 
Professionals 认4% 4.3% 
Associate professionals f>A% 13.9% 
Clerks 3.4% 29.5% 
Salespersons and personal service workers 29.6% 13.5% 
Plant and machine operators and drivers 2.0%  4. 0% 
"Od^i^ 38.2% 27.7% 
Source: Australian Women's Year Book 1997 and 
Hong Kong Monthly Digest of Statistics July 1998 
EXHIBIT 6 
WORKING HOURS OF PEOPLE WORKING IN PRIVATE SECTORS 
— 1996 
— Australia Hong Kong 
Hours worked per day Hours worked per day 
Less than 7 h o u r s W o m e 56.2% 8 hours or less Wome 75.4% 
_n 
Men 20.9% Men 72.0% 
7 to less than 9 W o m e 2 2 . 8 % A b o v e 8 hours Wome 19.6% 
hours _n and _n 
Men 15.6% up to 10 hours Men 21.6% 
9 hours and up Wome 28.3% Greater than 10 Wome 5.0% 
_n _n 
Men 57.1% Hours Men 6.3% 
Unknown Wome 1.0% 
_n 
‘ Men 4.1% 
Source: Australian Women's Year Book 1997 and 
Hong Kong Monthly Digest of Statistics July 1998 
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APPENDIX n 
CRITERIA FOR CLASSIFICATION AS INFORMATIVE OR NONINFORMATIVE1 
(1) Price-value 
• What does the product cost? What is its value-retention capability? 
• What is the need-satisfaction / dollars? 
(2) Quality 
• What are the product's charaaeristics that distinguish it from competing 
products based on an objective evaluation of workmanship, engineering, 
durability, excellence of materials, structural superiority, superiority of 
personnel, attention at detail, or special services? 
(3) Performance 
• What does the product do, and how well does it do what it is designed to do In 
comparison to alternative purchases? 
(4) Components or contents 
• What is the product composed of? What ingredients does it contain? 
• What ancillary items are included with the product? 
(5) Availability 
• Where can the product be purchased? 
• When will the product be available for purchase? 
1
 Adapted from Bruce L. Stern, Dean M. Krugman, and Resnik. "Magazine Advertising: 
An Analysis of Its Information Content," Journal of Advertising Research, 21 (2, 1981), 
pp. 3944. 
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(6) Special offers 
• What limit-time non-price deals are available with a particular purchase? 
(7) Taste 
• Is evidence presented that the taste of a particular product is perceived as 
superior in taste by a sample of potential customers? (The opinion of the 
advertiser is inadequate.) 
(8) Nutrition 
• Are specific data given concerning the nutritional content of a particular 
product, or is a direct specific comparison made with other products? 
(9) Packaging or shape 
• What package is the product available in which makes it more desirable than 
alternatives? What special shape is the product available in? 
(10) Guarantees and warranties 
• What post-purchase assurances accompany the product? 
(11) Safety 
• What safety features are available on a particular product compared to 
alternative choices? 
(12) Independent research 
• Are results of research gathered by an "independent" research firm presented? 
(13) Company research 
• Are data gathered by a company to compare its product with a competitor's 
present? 
(14) New ideas 
• Is a totally new concept introduced during the commercial? 





(1) Furniture, home furnishing/appliances 
• Movable articles, e.g. tables, chairs, beds, etc. and their associated accessories 
that put into a house or an office to make it suitable for living or working in. 
• Products used in furnishing home/offices, e.g. paints, brushes, consumer 
lubricants, etc. 
• Electrical appliances with a specific purpose for home use. E.g. rice-cooker, 
washing-machine, gas heater, etc. 
(2) Toys, recreational and entertainment 
• Things to play with, esp. for children or things intended for amusement rather 
than for serious uses. 
• Products，services or places that oneself involved in during leisure time. E.g. 
books, TV programs, movies, shopping centers. 
• Products solely serve as decorative items. E.g. crystal status 
(3) Electronics 
• Products produced or operated by flow of electricity except those solely 
designed for home use. E.g. Discman, Hi-fi, computers, batteries, etc. 
(4) Clothing & accessories 
• Clothes and related items designed to dress by living creatures. E.g. garments, 
shoes, handbags, scarf, watches, etc. 
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(5) Car/car products 
• Motor vehicles with wheels for carrying passengers. 
• Products or services that related to car. E.g. motor cleansing agents, motor 
exhibitions, etc. 
(6) Financial Services 
• Services that involved management of money. E.g. banking, insurance, 
auditing, etc. 
(7) Transportation/Travel Services 
• Products or services, usually provided by third party, used to take something or 
somebody from one place to another in a vehicle. E.g. ferry, train, lorry, etc. 
• Products or services aimed at assisting oneself to make a journey. E.g. travel 
agencies, airline 
(8) Food and non-alcoholic drinks 
• Solid substances that living creatures eat to maintain lives and growth. E.g. 
rice, bread, ice-creme, etc. 
• Fluid without alcohol that people drink. E.g. water, fruit juice, coke, etc. 
• Places that provide dinning services. 
(9) Alcohol and tobacco 
• Fluid with alcohol that people drink. E.g. beer, wines, etc. 
• Products with leaves that are dried, cured and used for smoking, chewing or as 
snuff. E.g. cigarettes, cigars, etc. 
(10) Health care edible products 
• Substance (solid/fluid) that living creatures take-in to enhance their health. E.g. 
vitamins, ginseng, etc. 
(11) Household, lawn/gar den 
• Products or services that consume at home or garden. E.g. detergents, bleaches, 
washing powder, fences, etc. 
(12) Personal Care ' 
• Products or services aimed at adding values or enhancing the qualities of 
oneself, esp. the appearance. E.g. beauty therapy, hairdressers, cosmetics and 
skin care products. 
(13) Telecommunication 
• Products or services that allow communications by cables, networks, etc. E.g. 
mobile phones, ISP, etc. 
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(14) Education 
• Products or services providing training and instructions that designed to give 
knowledge and develop skills. E.g. schools, cooking courses, facial treatment 
courses, etc. 
(15) Miscellaneous 
• Anything that cannot be classified according to the above 14 categories. 
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Contents of Ad. 
(16) Life Model 
• Any living thing. 
(17) Westerner 
• People other than Asian. 
(18) Single color ad. 
• Ad. with only one color associated with either black or white. 
(19) Mainly single color ad. 
• Ad. mainly make up by one color associated with either black or white. Other 
colors appear in a small proportion。 
(20) Multiple color ad. 
• Ad. with more than one color associated with either black or white in a large 
proportion. 
(21) Sales promotion 
• Demand-stimulating devices. E.g. coupons, premiums, samples, special offer. 
(22) Direct approach 
• Advertising intended to seek a quick response from consumer. 
(23) Indirect approach 
• Advertising designed to stimulated demand over a longer period of time. It is 
intended to inform or remind consumers that product exists and to point out 
its benefits. 
Definitions of Moods 
(24) Happy / Pleasant / Delicious 
• Feeling or showing pleasure, contentment, impressed, humor and/or warm. 
• Feeling or showing highly enjoyable, including to taste and/or smell. 
• Pleasing in the mind, feelings, or senses. 
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PV Sexy . . . 」 … 
• Feeling or showing sexually attractive，stimulating, or aroused by all means, 
including text, posture and/or dressing. 
(26) Sensational /Mysterious 
• Feeling or showing dazzling, wonderful, elegant, personal, touching and/or 
romance. 
• Feeling or showing secrecy, hidden, obscurity, inexplicable, amazing and/or 
puzzling. 
(27) Sad 
• Any kind of unhappy feelings, including dislike, sorrow, fearful, worry, 
regret and/or shame. 
(28) Interested / Surprised 
• Concern and/or curious. 
• Intend to know more about the product(s). 
• Unexpected，astonished, shocked, and/or scandalized. 
(29) Irritated /Disgusted / Excited 
• Feeling or showing of anger, annoy, discomfort and/or stimulate to any kinds 
of action. 
• Feeling or showing deplore, dirty, smelly, averse and/or sympathy. 
• Feeling or showing of excitement. 
(30) Others 
• All feelings that cannot be classified into the above six mood categories. 
Sex Appeal 
(31) Sex appeal 
• The extent to which the advertisement used nudity, scantily dressed models 
of either gender, and any form of sexual suggestiveness including the 
implicit or explicit benefit of gaining attractiveness in sexual or sensual 
ways through the use of the item advertised. 
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(32) Nudity 
• Bare or undressed human beings. 
• Uncovered any sexual organ(s) of human beings, including the bottom of a 
person 
(33) Posture 











































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































A. Presentation of the ad. 
(Please put a check whenever 
appropriate) 
1. Which type of product is being advertising? Please specify the brand name next to 
the check. 
Brand Name 
a Furniture, home furnishing/appliances A.l.a 
b Toys, recreational and entertainment b 一 
c Electronics c 
d Clothing & accessories d 
e Car/car products e 
f Financial services f 
g Transportation/travel g 
services 
h Food & drink h 
i Alcohol & I 一 
Tobacco 
j Health care edible products j 
k Household, lawn/garden k _ 
1 Personal care 1 _ 
m Telecommunicati o m 
n 
n Education n 
o Miscellaneous, please specify： o 
2. Does any life model involved in the 
presentation? 
a Yes A.2.a| |(go to Question 3.) 
b No b (go to Question 6.) 
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3. How many life model(s) is (are) used in the 
a d v e r t i s m e n t ' 
a 1 A.3.a| I 
b 2-3 b 口 
c 4-5 c 
d 6 - 8 d 
e more than 8 e| | 
4. What type(s) of life model is(are) being involved in the 
presentation? 
a Human • female adult A.4.a| |(for a - e, go to 
b Human - male b Quention 
adult _ 5 . ) 
c. Human - teenager c 
d Human - children d 
e Human - baby e 
f Animal I (go to Question 6.) 
5. Is (Are) the model(s) an Asian or a Westerner? 
a Asian A.5.a| 1 
b Westerne b| 
c Asian & Westerner c[_ 
6. Does the ad. presented in single color or multiple colors? 
a. 2 colors A.6.a[_ 
b. Mainly 2 colors bl 
c. 4 colors c|_ 
7. Describe the size of the ad. 
a. 1/4 page A.7.a| 1 
b. 1/3 page b 口 
c. 1/2 page c| 1 
d. full page d| 1 
e. Spread (2 pages) e| j 
f. Spread (more than 2 pages) f| I 
g. Every other page g| | 
8. Does the ad. includes any recipe(s)? 
a. Yes A.8.a _ 
b. No b| 
9. Does the ad includes any sales promotion? 
a. Yes ' A.9.a 一 
b. No b ~ 
10. Does the ad provides any physical address(es) of the 
conq)any/ product? 
a. Yes A.lO.al 
b. No bL 
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11. Does the ad provides any telephone no. contact(s) of the 
conqjany/product? 
a. Yes A.ll.a[ 
b. No b| 
12. Does the ad provides any web site(s) of the conqjany/product? 
a. Yes A.12.a — 
b. No b| 
13. Does the ad provides any email address(es)? 
a. Yes A.13.a| 
b. No b| 
14. Please estimate the proportion of words to the total ad 
size. 
a. 81%-100% A.14.a| I 
b. 61%-80% b 口 
c. 41%-60% c 口 
d. 21%-40% d 口 
e. 0%-20% e| | 
15. Is the product being compare with other similar/conparable 
products? 
a. Yes A.15.a 一 
b. No b| 
16. How does the ad delivers its message? Could check more than one. 
a. Direct approach A.16.a 
b. Indirect approach b| 
B. Informativeness 
1. Please put a check next to each information cue if you think an ad. Includes that 
information. 
a Price or Value B.l.al 1 
b Quality b 口 
c Performance c 
d Components or Contents d 
e Availability el___ 
f Special Offers f 
g Taste g 口 
h Nutritio h| 
n M 
I Packaging or shape I [ 
j Guarantees or Warranties 
k Safety k 口 
1 Independent Research 1 匚 
m Company Sponsored m「 
Research 
n New Ideas n [ 
Total： 
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C. Mood Rating Scale 
1. Please identify the way you feel after seeing each ad. by assigning the appropriate number next 
to each item. 
(1 = does not make me feel at all, 3 = makes me feel very strongly) 
a Happy / Pleasant / Delicious C.l.a 
b Sexy b 口 
c Sensational / Mysterious c 
d Sad d口 
e Interested e 
f Excited / Disgusted / f 
Irritated 
g Other, please specify： g[_ 
Total: 
D. Sex Appeal 
(Please put a check next to each option whenever 
appropriate) 
1. Is there any human nudity found in the ad.? 
a Yes D.l.a. 一 
b No b.| 
Answer the following questions only if Sexy is 
checked in Part C. 
2. Is sex appeal depicted verbally or pictorially? 
a Verbally D.2.a. (go to 4.) 
b Pictoriall b. (go to 3.) 
y _ 
3. Is sexy depicted through posture or dressing? 
a Posture D.3.a. 一 
b Dressing b. _ 
4. Does the application of sex appeal relevant with the product/service being 
advertised? 
a Yes D.4.a. _ 
b No b. |~~ 
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APPENDIX v n 
SAMPLE QUESTIONNAIRES 
Australian version 
C O N T E N T ANALYSIS: 
PRINT ADVERTISEMENTS IN W O M E N MAGAZINES 




We are students from the MBA program of The Chinese University of Hong Kong. 
We are doing an analysis of women's magazines advertising in Australia and Hong 
Kong. We would like to know the consumers' preferences and opinions of 
advertisements in women's magazines. Kindly provide us with your opinions by 
filling in this questionnaire and return to Tammy Tam on or before December 1， 
1998. Thank you for your 
cooperation. 
Reading Habi t 
1 What is your most favourable Women's Magazine? 
a Australian Women's Weekly 
b Woman's Day 
c New Idea 
d That's Life 
e Australian Family Circle 
f Others (Please specify) 
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2i How much time do you spend on reading (including all types of printed 
matters)? 
a More than once a day 
b Once a day 
c Twice a week 
d Once a week 
e Not always 
f Others (Please specify) 
2ii How long do you spend on reading each time? 
a 15 minutes 
b 30 minutes 
c 1 hour 
d 2 hours 
e 3 hours 
f Others (Please specify) 
2iii How much time do you spend on reading women's magazines out of your total 
reading time? 
a One tenth 
b One fourth 
c One third 
d One half 
e Two third 
f Others (Please specify) 







4 Do you think information provided by the advertisements of the following 
product types are important? 
(Please circle from 1 to 5 where 1 is the most important.) 
Very Important Least Important 
a Furniture, home (Furn.) 1 2 3 4 5 
furnishing/ appliances 
b Toys, recreational and (Enter.) 1 2 3 4 5 
entertainment 
c Electronics (Elec.) 1 2 3 4 5 
d Clothing (Cloth.) 1 2 3 4 5 
e Car/car products (Car) 1 2 3 4 5 
f Financial services (Fin.) 1 2 3 4 5 
g Transportation/travel services (Travel) 1 2 3 4 5 
h Food, alcohol, and tobacco (Food) 1 2 3 4 5 
i Household, lawn/garden (HH) 1 2 3 4 5 
j Personal care (P.care) 1 2 3 4 5 
k Miscellaneous (Misc.) 1 2 3 4 5 
5 Which of the following criteria do you think are essential when making a buying 
decision in general? 
(Please circle from 1 to 5 where 1 is the most important.) 
Very Important Least Important 
a Price-value 1 2 3 4 5 
b Quality 1 2 3 4 5 
c Performance 1 2 3 4 5 
d Components or contents 1 2 3 4 5 
e Availability 1 2 3 4 5 
f Special offers 1 2 3 4 5 
g Nutrition 1 2 3 4 5 
h Packaging or shape 1 2 3 4 5 
I Grarantees and warranties 1 2 3 4 5 
j Safety 1 2 3 4 5 
k Independent research 1 2 3 4 5 
1 Company research 1 2 3 4 5 
m New Ideas 1 2 3 4 5 
n Taste 1 2 3 4 5 
6i Have you being attracted by any advertisement in women magazines in the past 3 
months? 
a Yes (Go to Question 6ii) 
b No (Go to Question 7i) 
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6ii What product/service was the advertisement promoting? 
Name of product/service 
a Furniture, home furnishing/appliances 
b Toys, recreational and entertainment 
c Electronics 
d Clothing 
e Car/car products 
f Financial services 
g Transportation/travel services 
h Food, alcohol, and tobacco 
i Household, lawn/garden 
j Personal care 
k Miscellaneous 









h Happy / Pleasant 
i Humor 











u Others (Please specify) 




7i How do you define sex appeal in print advertisements? 
7ii How do you feel about the advertisements that applied sex appeal? 
7m How do you feel about the attached advertisement? Please provide your 
comments on this kind of presentation. 
PERSONAL PROFILE 
8i Which country & city are you living in? 
a Country: Australia; City: Melbourne 
b Country: Australia; City: 
c Country: China; City: Hong Kong 
d Country: China; City: 
8ii How long have you been living in the above city? 
a Less than 1 year 
b 1 year to less than 3 years 
c 3 years to less than 5 years 
d 5 years to less than 10 years 
e 10 years or more 
8iii What is your country & city of Country: City: 
origin? 
9 What is your occupation? 
a Student 
b Sales 
c Financial Executive 
d Marketing Executive 
e Education 
f Administration Executive 
g Professional 
h Others: (please specify:) 
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10 What is your income level? (After tax) 
a Below $10,000 per annum 
b $10,000 to $29,999 per annum 
c $30,000 to $39,999 per annum 
d $40,000 to $49,999 per annum 
e $50,000 to $59,999 per annum 
f $60,000 per annum or above 
11 What is your educational level / professional qualifications? 
a Primary Education or below 
b Secondary education 




12 What is your age group? 
a 15 or below 
b 16 to 20 
c 21 to 30 
d 31 to 40 
e 41 to 50 
f 51 to 60 
g 60 or above 
13 What is your marital status? 
a Single 
c Married 
〜Thank You! ~ 
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Hong Kong version 
C O N T E N T ANALYSIS: 
PRINT ADVERTISEMENTS I N W O M E N MAGAZINES 
I N AUSTRALIA A N D H O N G K O N G 
Questionnaire 
(Hong Kong version) 
REF 
We are students from the MBA program of The Chinese University of Hong Kong. 
We are doing an analysis of women's magazines advertising in Australia and Hong 
Kong. We would like to know the consumers' preferences and opinions of 
advertisements in women's magazines. Kindly provide us with your opinions by 
filling in this questionnaire and return to Carmen Iu on or before January 29，1999. 
Thank you for your cooperation. 
Reading Habi t 
1 What is your most favourable Women's Magazine? 
a Sisters' Pictoral 
b Lisa's World 
c Cosmopolitan (Chinese Edition) 
d Elle (Chinese Edition) 
e Marie Claire (Chinese Edition) 
f Others (Please specify) 
2i How much time do you spend on reading (including all types of printed 
matters)? 
a More than once a day 
b Once a day 
c Twice a week 
d Once a week 
e Not always 
f Others (Please specify) 
2ii How long do you spend on reading each time? . 
a 15 minutes 
b 30 minutes 
c 1 hour 
d 2 hours 
e 3 hours 
f Others (Please specify) 
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2iii How much time do you spend on reading women's magazines out of your total 
reading time? 
a One tenth 
b One fourth 
c One third 
d One half 
e Two third 
f Others (Please specify) 






4 Do you think information provided by the advertisements of the following 
product types are important? 
(Please circle from 1 to 5 where 1 is the most important.) 
Very Important Least Important 
a Furniture, home (Furn.) 1 2 3 4 5 
furnishing/appliances 
b Toys, recreational and (Enter.) 1 2 3 4 5 
entertainment 
c Electronics (Elec.) 1 2 3 4 5 
d Clothing (Cloth.) 1 2 3 4 5 
e Car/car products (Car) 1 2 3 4 5 
f Financial services (Fin.) 1 2 3 4 5 
g Transportation/travel services (Travel) 1 2 3 4 5 
h Food, alcohol, and tobacco (Food) 1 2 3 4 5 
i Household, lawn/garden (HH) 1 2 3 4 5 
j Personal care (P.care) 1 2 3 4 5 
k Miscellaneous (Misc.) 1 2 3 4 5 
5 Which of the following criteria do you think are essential when making a buying 
.decision in general? 
(Please circle from 1 to 5 where 1 Is the most important.) 
Very Important Least Important 
a Price-value 1 2 3 4 5 
b Quality 1 2 3 4 5 
c Performance 1 2 3 4 5 
d Components or contents 1 2 3 4 5 
e Availability 1 2 3 4 5 
f Special offers 1 2 3 4 5 
g Nutrition 1 2 3 4 5 
h Packaging or shape 1 2 3 4 5 
104 
I Guarantees and warranties 1 2 3 4 5 
j Safety 1 2 3 4 5 
k Independent research 1 2 3 4 5 
1 Company research 1 2 3 4 5 
m New Ideas 1 2 3 4 5 
n Taste 1 2 3 4 5 
6i Have you being attracted by any advertisement in women magazines in the past 3 
months? 
a Yes (Go to Question 6ii) 
b No (Go to Question 7i) 
6ii What product/service was the advertisement promoting? 
Name of product/service 
a Furniture, home furnisking/appliances 
b Toys, recreational and entertainment 
c Electronics 
d Clothing 
e Car/car products 
f Financial services 
g Transportation/travel services 
h Food, alcohol, and tobacco 
i Household, lawn/garden 
j Personal care 
k Miscellaneous 









h Happy / Pleasant 
i Humor 












u Others (Please specify) 
6iv Have you decided to purchase the product/service? 
a Yes 
b No 
7i How do you define sex appeal In print advertisements? 
7ii How do you feel about the advertisements that applied sex 
appeal? 
7m How do you feel about the attached advertisement? Please provide your 
comments on this kind of presentation. 
PERSONAL PROFILE 
8i Which country & city are you living in? 
a Country: Australia; City: Melbourne 
b Country: Australia; City: 
c Country: China; City: Hong Kong SAR 
d Country: China; City: 
e Others, please specify: 
8ii How long have you been living in the above city? 
a Less than 1 year 
b 1 year to less than 3 years 
c 3 years to less than 5 years 
d 5 years to less than 10 years 
e 10 years or more 
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8iii What is your country & city of Country: City: 
origin? 
9 What is your occupation? 
a Student 
b Sales 
c Financial Executive 
d Marketing Executive 
e Education 
f Administration Executive 
g Professional 
h Others: (please specify:) 
10 What is your income level? (After tax) 
a Below $100,000 per anmim 
b $100,000 to $179,999 per annum 
c $180,000 to $359,999 per annum 
d $360,000 to $599,999 per annum 
e $600,000 to $719,999 per annum 
f $720,000 per annum or above 
11 What is your educational level / professional qualifications? 
a Primary Education or below 
b Secondary education 




12 What is your age group? 
a 15 or below 
b 16 to 20 
c 21 to 30 
d 31 to 40 
e 41 to 50 
f 51 to 60 
g 60 or above 
13 What is your marital status? 
a Single 
c Married 
~ Thank You! ~ 
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Attached Advertisements 
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GENERAL PRESENTATION OF THE CONTENT ANALYZED ADVERTISEMENTS 
HK： HSP HLA Total 
Total No . of Content Analysed 522 118 640 
H o n g Kong Ad: 
AU： A WW AFC 
Total No . of Content Analysed 359 225 584 
Australia Ad: 
Category HSP HLA H K A WW AFC A U 
Average Average 
Furniture, Home 0.4% 10.2% 5.3% 5.6% 6.3% 5.9% 
Furnishing / Appliances 
Toys, Recreational and 0.4% 5.9% 3,2% 6.7% 1 3 . 8 % 1 0 . 2 % 
Entertainment 
Electronics 16.5% - 82% 06% 04% 0.5% 
Clothing & Accessories Z l % - - 7^5% 04% 4.0% 
Car/car products - - - 1.4% 7.1% 4.2% 
Financial Services - 1.7% 0.8% 1.1% - 0.6% 
Transportation / Travel - - - 1.9% 1.3% 1.6% 
Services 
Food & drink L l % 3 3 . 1 % 1 7 . 1 % 3 1 . 2 % 3 5 . 3 % 3 3 . 2 % 
Alcohol & Tobacco - 2.5% 13% - ^ I 
Health Care Edibles 12.1% 1 0 . 2 % 1 1 . 1 % 16% 4^4% 4.0% 
Household, Lawn / 0.6% 16.1% 8,3% 5^6% 1 6 . 4 % 1 1 . 0 % 
Garden 
Personal Care 58.6% 1 0 . 2 % 3 4 . 4 % 2 7 . 9 % 6^2% 17.0% 
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Category HSP HLA HK A WW AFC AU 
— ~ — — — — — • _ _ 
Average Average 
Telecommunication - - - I 2.5% 3.1% 2.8% 
Education 5.9% 2.5% 4.2% 03% - 0.1% 
Miscellaneous, including: 2.3% 7.6% 5.0% 4.5% 5.0% 4.7% 
Career - - - 0.3% ^ 0.1% 
Charity - 3.0% 1.5% 0.3% 0.9% 0.6% 
Child Care - - - 0.3% 0.4% 0.3% 
Medical 1.9% 4.0% 3.0% 2.0% 3.6% 2.8% 
Pet Care - - _ 0.3% - 0.1% 
Pet Food - - - 0.6% - 0.3% 
Postal Service - - - 0.3% - 0.1% 
Real Estate 0.4% - 0.2% 0.6% - 0.3% 
Stationery - - _ 0.3% _ 0.1% 
Furniture & Food - 1.0% 0.5% - . . 
Entertainment & Food - 0.4% 0 2% 
— I l l 98.9% 100.0% 




 colors 15.7% 1.7% 8.7% 0.3% 0.4% 0.4% 
Mainly 2 colors 0.4% 0.8% 0.6% 0.8% 0.4% 0.6% 








ge - 6.8% 3.4% 8.1% 15.1% 11.6% 
1 / 2
 Page 1-3% 8.5% 4.9% 5.3% 8.0% 6.6% 
F u l 1
 Page 89.5% 75.4% 82.4% 57.4% 54.7% 56.0% 
Spread (2 pages) 7.5% 7.6% 7.5% . 19.8% 16.4% 18.1% 
Spread (> 2 pages) 1.7% - 0.9% 3.9% 0.9% 2.4% 
Every other page - 1.7% 0.8% 2.5% 1.8% 2.1% 
I n s e r t
 - ： - 1.9% 2.2% 2.1% 
100,0% 100.0% 
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Model(s) HSP HLA HK A WW AFC AU 
Average Average 
Without model 36.6% 59% 47,8% 45.0% 54.0% 49.5% 
With model(s) 63.4% 40.7% 52.0% 55.0% 45.8% 50.4% 
No . of model(s) (out of the ads with model)： 
1 64.4% 50.0% 57.2% 56.8% 55.3% 56.0% 
2 - 3 19.0% 33.3% 26.2% 25.6% 21.4% 23.5% 
4 - 5 5.7% 10.4% 8.1% 7.0% 14.6% 10.8% 
6 - 8 1.5% 2.1% 1.8% 2.5% 3.9% 3.2% 
8 or > 9.1% 4.2% 6.6% 7.5% 4.9% 6.2% 
99.8% 
Type(s) of mo del (s) (Out of the ads with model): 
Female 81.3% 41.7% 61.5% 56.3% 27.2% 41.7% 
Male 2.4% 25.0% 13.7% 4.5% 12.6% 8.6% 
Teenager - - - 0.5% 1.9% 1.2% 
Children - - - 9.0% 19.4% 14.2% 
Baby 0.9% 4.2% 2.5% 3.0% 7.8% 5.4% 
Animal - - - 1.5% 3.9% 2.7% 
Female & Male 13.6% 14.6% 14.1% 12.1% 6.8% 9.4% 
Female & Teenager - - - 0.0% 1.0% 0.5% 
Female & Children - - - 3.0% 1.9% 2.5% 
Female & Baby 0.6% 4.2% 2.4% 0.5% - 0.3% 
Female & Animal - - - 1.5% 1.9% 1.7% 
Male & Children - 2.1% 1.1% - 1.9% 1.0% 
Male & Animal - 1.0% 0.5% 
Baby & Animal - - - 0.5% - 0.3% 
Female, Male & - 8.3% 4.2% 3.0% 3.9% 3.4% 
Children 
Female, Male & Baby - 1.0% 0.5% 
Female, Male & Animal - - - 1.0% 1.0% 1.0% 
Female, Teenager & - - - 0.5% - 0.3% 
Children 
Female, Children & - 1.9% 1.0% 
Baby 
Female, Children & - - - 3.9% 2.0% 
Animal 
Female, Male, Teenager 0.3% - 0.2% 1.0% 1.0% 1.0% 
& Children 
Female, Male, Children - - - 1.5% - 0.8% 
&Baby 
Female, Male, Children - - - 0.5% - 0.3% 
& Animal 
Female, Male, Teenager, - - - 0.5% - 0.3% 
Children & Animal 
— 丨 I I 100,0% l o o i 
I l l 
Model(s) HSP HLA HK A WW AFC AU 
Average Average 
Nationality of model (s) (Out of the ads with model): 
Asian 41.7% 89.6% 65.6% - - -
Westerner 46.8% 8.3% 27.6% 96.0% 94.2% 95.1% 
Asian & Westerner 11.2% 2.1% 6.6% 2.5% 1.9% 2.2% 
No Human Beings - • - 2.0% 3.9% 3.0% 
100^0% 100.0% 
Physical info. & Text HSP HLA HK A WW AFC AU 
size Average Average 
With recipe(s) 1.0% 13.6% 7.3% 5.8% 11.1% S.5% 
Without recipe 99.0% 86.4% 92.7% 94.2% 88.9% 91.5% 
With sales promotion(s) 28.0% 22.9% 25,4% 16.7% 24.4% 20.6% 
Without sales 72.2% 78.0% 75.1% 82.7% 75.6% 79.1% 
promotion 
Physical info. & Text HSP HLA HK A WW AFC AU 
size Average Average 
With physical address(es)I 66.3% 33.9% 50.1% 7.2% 10.2% 8.7% 
Without physical 33.7% 66.1% 49.9% 92.5% 89.8% 91.1% 
address 
With phone no(s). 98.3% 62.7% 80.5% 31.8% 24.4% 28.1% 
Without phone no. 1.7% 37.3% 19.5% 68.2% 75.6% 71.9% 
With website address(es) 4.8% 5.1% 4.9% 8.9% 7.6% 8.2% 
Without website address 95.2% 94.9% 95.1% 91.1% 92.4% 91.8% 
With E-mail address (es) 4.6% 1.7% 3.1% 0.3% 1.8% 1.0% 
Without E-mail address 95.4% 98.3% 96.9% 99.7% 98.2% 99.0% 
With no contact method 1.5% 36.4% 19.0% 63.0% 65.0% 64.0% 
With 1 contact method 30.1% 26.3% 28.2% 27.0% 28.4% 27.7% 
With 2 contact methods 63.0% 34.7% 48.9% 10.0% 4.0% 7.0% 
With 3 contact methods 3.6% 2.5% 3.1% - 1.3% 0.7% 
With 4 contact methods 1.7% - 0.9% - 0.9% 0.5% 
With comparison 5.0% 8.5% 6.7% 5.3% 3.6% 4.4% 
Without comparison 94.8% 91.5% 93.2% 94.7% 96.4% 95.6% 
Approach(es): 
Direct 2.3% 9.3% 5.8% 7.2% 15.1% 11.2% 
Indirect 78.7% 81.4% 80.0% 83.8% 78.7% 81.3% 
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